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10 Cents a Copy, $2 a Year 


Rough Proofs Procter & Gamble Largest 
Advertiser During 1945 


Sport, the new Macfadden maga- 


zine, Will emphasize a lot of ac- 
tivities, including heavyweight 
boxing, the announcement says. 


What, and have the circulation de- 
partment lose out with the ban-| 
tams, feathers, lightweights, wel-| 
ters, middleweights and _ light! 
heavies? 
= wo 
American Tobacco Company in 
its annual report talks about the 
low cost of advertising Lucky 
Strikes through newspapers, maga- 
zines and radio time. It would 
be a very beautiful picture if radio 
talent were all amateur. 
i ce 
Intaglio Service Corporation 
uses a very appealing illustration 
of Bar Nothing Ranch in an ad in 
AA, 
line to Jim Young, the well known | 
New Mexican rancher of that ad-| 
aress. 


v 


- v 
The gagsters are going to 
a prolific source of laughs, 
Western Union messenger boy, 
now that the company has been 
officially authorized to substitute a 
radio equipped truck for the de- 
livery of telegrams. 
v v 
Everybody used to laugh at jokes 
about slow-poke W. U. messenger 
boys, even though it was well 
known that they usually turned 
out to be girls or ol” men. 
vey 
An ad of a $1 plastic to. pistol 
in Milwaukee caused the pviice to| 


v 
lose 
the 


v 


v 


order the Boston Stoic to “‘scon- 
tinue the sale. No te''.ng what 
such a realistic weapon might do| 
to plastic minds. | 
. fF 


Vaughn Flannery’s weekly news- | 
paper publishers’ council dis-| 
counts a publisher’s sworn state--| 
ment of circulation, not hereun| 
authenticated, by one-third. And} 

e oath takers probably won't 
even swear back. 

v v 

My 

eing 


Baby, a quarterly, is now 
published monthly. Con- 
ering the rapid rate of the re- 
n of the G.I.s, the expanding 
tivity in this field is easy to 
nderstand. 


vy 


deBruler 
on a golf 

in ADVERTISING AGE, pro- 
“da fistful of orders. Looks 
f AA may reach plenty of mail- 
er golfers and drug-store cow- 


Vv 
Curran 
ad 


says mail- 


repro- 


a 
book, 


S 


v v v 


trade 
contracts are 
upon wars, 
accidents 
beyond 


‘he new _ printers’ 
that ‘‘all 
e contingent 
CS, fires, floods, 
contingencies 
ter’s control.” 
ire you’ve covered everything? 
v v 


code 
ides 


or 
the 


v 
Gould thinks 
ight to be 
rams, regardless 
igs. That’s like 
manager 
clean-up 
Datting 


radio spon- 
interested in good 
of listener 
asking a base- 
be interested in 
hitter, regardless 
average. 

v v 
tell the girls” the 
“Just Like a Woman,” 
} Kidd. If you’re talking about 
tising women, you’ don't 
to tell them—they’ll tell you. 


to 


Vv 
How to 
| 


title of 


1S 


Copy Cus. 


and there isn’t even a credit | { 


Nears $20 Million 
in Radio, Farm and 
General Magazines 


Chicago, March 15.—Procter & 
Gamble Company almost hit the 
$20,000,000 mark in gross time and 
space investments to top all adver- 
tisers in magazines, network radio 
and farm publications during 1945. 

Its gross investment in these 
media, according to an ADVERTISING 
AGE compilation based on figures 
of Publishers’ Information Bu- 
reau, was $19,550,218—giving it a 
clear lead over all competition for 
the fifth consecutive year. In 1944 
P&G invested $18,956,615 in these 


media, and in 1943 the figure was 
$15,501,236. 
Despite strikes, shutdowns and 


lack of peacetime production, Gen- 
eral Motors displaced General 
Foods in second place during 1945, 
with a total expenditure in the 
three media of $12,935,917, com- 
pared with $12,013,778 in 1944, and 
$10,130,409 in 1943, 


Lever In Third Place 


Lever Bros. Company, which 


was in fourth place last year, also | 


How would you 


CHART YOUR 
COURSE? 


Sra) 


A complete four-year record 
of all advertisers using $100,- 
000 or more in 1945 advertis- 
ing in magazines, network 
radio and farm publications 
will be included with the 
March 25 issue of ADVERTISING 
Acre. The detailed compila- | 
tion is made by Publishers’ | 
Information Bureau, the rec- 
ognized authority for adver- 
tising records of these media. 
A compilation of newspaper 
ad expenditures will be pub- 


HIE 


We 


rel? OE 


INTERNATIONAL Ha HARVESTER 


| 

| 

| 

| DILEMMA — International Harvester 
takes to newspapers in plant cities to 


° lain the dilemma with which it is 
lished by AA next month, | pre cose of rising wage and ma- 
. c terial costs, while prices remain practi- 
cally fixed, and profits drop sharply. 
beat out General Foods, taking 
third position with $12,242,161. | 
compared with $11,067,749 in 1944 H If f Women 
and $8,443,107. a 0 
Twelve advertisers each mer 
last year, in the three media| 
combined, $5,000,000 or more— | oun {0 re er 


two less than in 1944, when both 
American Tobacco and Coca-Cola 
were included in the over-$5,000,- 
000 group. American Tobacco’s 
1945 figure for the three media 
was $2,804,962, compared with) 

(Continued on Page 67) 


Grades to Brands 


But Descriptive 


Wrigley's Empty 


Wrapper Poster 
Wins Gold Medal 


Coca-Cola, Heinz 
Take Other Outdoor 
Art Awards for '45 


(Pictures on Page 65) 

Chicago, March 14.—The “empty 
wrapper” poster for Wm. Wrigley 
Jr. Company was adjudged the 
best outdoor poster of 1945 today, 
and gold medals were awarded to 
the company, Charles W. Wrigley 
Company, its agency, and Otis 
Shepard, the artist. 

Awards were made at a luncheon 
marking the opening of the 14th 
national exhibition of outdoor ad- 
vertising art, sponsored this year, 
after a wartime hiatus, by the Art 
Directors’ Club of Chicago. One 

(Continued on Page 67) 


21 ways to close 


sales letters . See 
‘Pay-Off, Page 45. 
Other features: 


Ad-libbing 12 
Admen Coming Back 49 
Chain Store Sales 46 
Coming Conventions 58 
Editorials 12 
Farm Paper Linage 48 
Feature Page 45 
Getting Personal 20 
Information for Advertisers 12 
In Washington 33 
Magazine Linage 50 
Photographic Review 65 
Private Lines 42 
Rough Proofs | 
Voice of the Advertiser 24 


Labels May Aid All, 
Macfadden Reports 


New York, March 14.—Although | 
_practically as many women would 
prefer to buy foods on govern- 
ment standards as on _ brand 
alone, “a well known name com- 
bined with a descriptive label has 
\a greater drawing power than a 
lesser known name which is com- 
bined with a Grade A label,” Mac- 
fadden Publications, Inc., has 
found in a survey of 1,750 women 
members of its “wage earner 
forum.” 

Three-fourths of the 
the forum say they 

(Continued 


Lipton Tests New 
Vegetable Soup 
in Dailies, Radio 

Hoboken, N. J., March 
Thomas J. Lipton, Inc., Lever Bros. 
subsidiary, has begun testing a 
new canned vegetable soup mix 
in newspapers and spot radio in 
four areas. 

The product is a dehydrated to- 
mato vegetable noodle soup and 
becomes the second such Lipton 


product. The company has had a 
(Continued on Page 67) 


14.— 


women in 
have heard of 
Page 59) 


_ Last Minute News Flashes 
‘Reingold Leaves Schenley to Open Agency 


New York, March 15.—Harold I. Reingold is resigning as advertis- 


on 


ing director of Schenley Distillers Corporation, effective May 15, and 
on June 15 will form Reingold Advertising Agency at 10 State St., 
Boston. One account will be the $400,000 Mr. Boston Distiller, Inc., 
until recently known as Berke Bros. Distillers, Inc., which is being 


switched from L. H. Hartman Company. Schenley has not yet chosen 
a man for Mr. Reingold’s post, which calls for supervision of $14,000,- 
000 a year in advertising of Schenley whiskies, wine sub 


sidiaries, Blatz 
beer and drug products, 


and which reputedly pays $50,000 annually. 


Biggest Space Deodorant Copy for Arrid 

New York, March 15.—Carter Products, Inc., has opened a campaign 
for the new improved postwar Arrid with half-pages in newspapers 
from coast to coast in what is believed to be the largest 
used in newspapers by a deodorant. Supplementing the 
campaign will be Carter’s first use of full pages 


space 
new 


ever 
Spapet 
in national magazines 


for Arrid. While no definite schedule has been disclosed, the budget 
probably will exceed $500,000. Agency is Small & Seiffer, New York. 
Larus Switches Show to Edaeworth 

Richmond, Va., March 15.—Larus & Bro. Company on April 2 will 
start Ed Sullivan on the full ABC network, Tuesday, 9 to 9:15 p.m., 
EST, replacing Guy Lombardo’s orchestra. Edgeworth tobac vill 
be promoted instead of Chelsea cigaret Warwick & Legle New 
York, is the agency. 
Plan New England Regional Net for ABC 

New York, March 15.—American Broadcasting C 1y is plant 
to organize a regional network in New England, det il f which are 
to be announced March 19. WCOP, ‘sea probably will be the key 
station, with “The Housewives Protective League” one of the first 


programs planned, 


(Additional News Flashes on Page 67) 


Harvester Co.'s 
Research Expands 
Under Specialists 


Program Proves 
Worth of 1943-44 
Unit Realignments 


Chicago, March 14.—In the past 
six years, the century-old Inter- 
national Harvester Company has 
built up its sales and market re- 
search staff from almost scratch to 
about 35 specialists. Ten are at- 
tached to the sales research de- 
partment, with the remaining 25 
attached to two research units in 
the consumer relations department. 

IH, a research-minded company, 
recently announced purchase of a 
large west side building here to be 
devoted to research into manufac- 
turing methods and procedures for 
the company’s entire line. By next 
summer about 350 employes will 
|be working there under M. C. 
Evans, manager of MHarvester’s 
| manufacturing research and train- 
ing department. 


‘ie ‘ ay 


Study Markets, Selling 


Expansion is planned, also, for fe 
the engineering research depart- es, 
ment—an impwrtant unit devoted 
to basic mecha:.ical research. ) 

Research was one IH activity . 
|/much affected in the widely her- | 
alded advertising department re- ) 
| organization in September, 1943. | 
and the realignment of sales di- 
visions in February, 1944. Before 
1943 consumer and market re- 
search were handled by the ad- 
vertising department. Farm prac- 
tice research was supervised 
the executive department. Sales 
research Was practically non-ex- 
istent. 


Fact-Minded Manageme..t 


Whatever else may have con- 

tributed to the departmental 

changes, the election of Fowler 

McCormick as president in May, 

1941, undoubtedly had much to do \ 

with it. Mr. McCormick, Har- 

vester officials say, is a great be- 

liever in “getting all the facts he 

can” before making decisions. And 

he knows that extensive research 

gets at these facts. ' 
Mr. McCormick and other Har- gigints 

vester executives beyond this vai 

in their thinking, however. Other. 

wise, they might simply have set : 

up, as other large companies have, ‘ 


go 


an over-all research unit, heavily 
equipped to handle big and little 
requests for “basic data” from 


various separate 
partments. 
What happened, tl 
Harvester researc 
two 


and unrelated de- 


hing In 
yeal 


gives a good 


(Continued 
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Carnation Puts 


afternoon programs by the Colum- 
bia Broadcasting Symphony. 

U. S. Rubber will resume the 
3 to 4:30 p.m. Philharmonic pro- 


7. ’ 
one Journey 

grams on CBS in the fall at the 
Back on NBC opening of the organization’s regu- 


Chicago, March 14.—Carnation | /@° subscription concerts. Camp- 

Company, Milwaukee, currently bell-Ewald Company, New York, 

sponsoring the “Contented Hour” |'* the agency. 

on NBC Monday evenings, will News for Mounds 

start a second show on NBC April Peter Paul, Inc., Naugatuck, 

1 when it revives the “Lone Jour- | Conn., on April 6 will start spon- 

ney” serial, formerly sponsored on|sorship for Mounds candy of the 

NBC by Procter & Gamble Com-|6:45-7 p.m. EST “World News” 

pany. program Saturday nights on CBS. 
The ranch life story will be|Agency is Platt-Forbes, Inc., New 

heard Monday through Friday, 10! York. 

to 10:15 am, EST. It replaces —_—_—_—_—_——_ 

Robert St. John, who moves to| Geyer, Cornell Elects 


9:45 a.m. for a new cooperatively | Brocker and Shaw 


sponsored series, “Facts and) . . 
2 7 : : . | Charles Brocker, ¢ rec 
Faces.” Erwin, Wasey & Co., Chi-| and Donald "8 eee ee 


cago, is the Carnation agency. 

‘ New York, have been elected vice- 
Philharmonic Off ean 

Concert broadcasts on CBS bys | Mr. Brocker was previously 

the New York Philharmonic Sym- | media director of J. Stirling Get- 


: : sil ; |chell, Inc., and Mr. Shaw _ until 
phony, sponsored by U. S. Rubber | 1944’ was program sales manager 
Company, will be replaced April| of American Broadcasting Com- 
21 by a summer series of Sunday | pany. 


rector of Geyer, Cornell & Newell, | 


62% Favor Radio 


with Advertising, 


Public Poll Shows 


| Research Institute 


_ Finds Only 7° Who 
| Want Ads Banned 


| Denver, March 14.—Into the 
turmoil over the virtues of com- 
mercial radio was tossed today a 
jnationwide poll of the National 
/Opinion Research Center of the 
University of Denver, reporting 
that “a majority of radio owners 
either favor radio advertising or 
are somewhat indifferent to it.” 
Made with the cooperation of the 
National Association of Broadcast- 
ers, the survey comprises the first 


major postwar study on a national | 


sscale of popular reaction to the 
radio as an integral part of Amer- 


Advertising Age, March 18, 1: 1¢ 


ican life, its sponsors say. | 

An academic institution working | 
under grants from the Field| 
Foundation and the University of | 
Denver, the research center uses | 
200 interviewers to study “a typical | 
miniature of the population of the | 


Vis gad you collet... cnuse 


y, . Like HOt, 


WHO KEEP VRESENTABLE LOnoy 
MENNEN 
BRUSMLESS SHAVE CRtan 


ANNUAL SALES 
DINNER 
naeseutar on OF 


PRIZ.E AWARDS | 


‘Forsythe always wins... since they gave him l|OWA as a territory.” 


Forsythe’s list of firsts isn’t bad. But it’s more 
than matched by Iowa’s—with its clear title to 
first among the nation’s top 20 markets, in sta- 
bility. First in freedom from reconversion prob- 
lems and first, too, in ease and economy of sales 
coverage! For with The Des Moines Sunday Reg- 
ister, you cat Cover 70°, of all the commodity- 
hungry consumers ... reach 70°, of all the ur- 
ban retail outlets ... in this: the area where 
farm income alone averages double that for the 
rest of the nation. Put those firsts together and 
they add up to a full sales potential now. Not 
six months from now' 


THE DES MOINES 
REGISTER ann [RIBUNE 


Covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New Y crk-Chicago-Detroit-Philadel phia 


United States.” 
Only 7% Object 


While the center summarizes its 


|findings on advertising by saying | 


\that a majority actively favor it 
or are somewhat indifferent, a 
breakdown shows that only 23% 
are actually pro-radio advertising, 
explaining that “it tells me about 
the things I want to buy.” At the 
other extreme 7% definitely want 
jradio advertising stopped. 

The bulk of the radio owners 
\fall into the “indifferent” class, 


| 41% saying “I don’t particularly 


mind. It doesn’t interfere’ too 


|programs,” and another 26% say- 
‘the radio, but I’ll put up with it.” 
Further indications of the re- 


ceptiveness of this big 67% group) 


may be revealed early this sum- 
mer when a full report on the 
bateres confidential interviews is 
| published by the University of 
| North Carolina Press. 


| Two-Thirds Favor Advertising 


| 

| Significant, however, was the 

|verdict when interviewers asked 
flatly whether given a choice, the 
public wanted radio without com- 

|mercials. According to the re- 

isearch center, 62% plumped for 
radio with advertising, while 35% 

| wanted no advertising. 


| Radio with advertising drew | 


|support from a majority of every 
|population group. Heaviest oppo- 
sition—44%—centered in New 


England and the middle Atlantic | 
states, and among privileged edu- | 


‘cational, economic and occupa- 
tional strata. 

The poll found that only 13% 
would be willing to pay $5 a year 
to have programs without adver- 
tising. In checking, the center 
learned that only 10% want their 
daily newspaper without adver- 
tising. 


Gets High Rating 


Comparing the public estimate 
of the comparable effectiveness of 
|radio with other community serv- 
ices, the report said 82% felt radio 
did an excellent or good job, com- 
pared with 76% expressing ap- 
proval of the job churches are 
doing; 62% praising schools, and 
only 45% approving their local 
government. 

Without elaborating, the center 
said its interviewers found that 
84% of radio owners would retain 
their radio and give up movies, if 
forced to make a choice; that 81% 
felt stations were fair in handling 
controversial issues; that 71% felt 
radio had done the best job of all 
mass media “in serving the public 
during the war.” 

The report said 81% felt they 
were able to get the kind of pro- 
grams they like when tney like 
to listen to them. 


‘National Drive Heralds 
|lst ‘New Books Digest’ 


Publishers Service Company, 
New York, through Arthur Rosen- 
berg Company, New York, is using 
from 300-line to page copy in 
newspapers from coast to coast to 
promote the first issue of The New 
Books Digest, a pocket-size maga- 
zine condensing four best-sellers 
each month, 


Ads, scheduled to run the first 
several weeks of each month prior 
to publication, include a subscrip- 


tion coupon, $2 for six months. 


Obtains Radio Permit 
Permission for daytime opera- 
n of a New Britain station on 

a wave length of 840 cycles with 

1.000 watts has been granted to 

New Britain Broadcasting Com- 

pany, Hartford, Conn. Julian 

Gross, Hartford agency head, is 

president of the broadcasting com- 

pany 


ing “I don’t like advertising on| 


GOES SEXY—Mennen Brushless moves 


over on the smooth-and-largely-visible- 


| girl side with this color page in The 
much with my enjoyment of the! 


Saturday Evening Post, reminiscent of 
the type of copy which the same adver- 
tiser was addressing to servicemen 
| through the Leatherneck and similar 
magazines during the war. 


CBS Gains Ground 
on Video; WGAR, 
WJR Join Move 


Chicago, March 14.—Indications 
multiplied this week that the CBS 
|position on television is gaining 
|ground, as a result of the recent 
|demonstrations of color television, 
jas stations WJR, Detroit, an 
|WGAR, Cleveland, announced their 
lintention of joining the move for 
high frequency television. 

The two. stations, both CBS 
|affiliates and headed by G. A 
Richards, asked the FCC for per- 
mission to withdraw their applica- 
‘tions for low frequency video anc 
from participation in hearings for 
low frequency allocations in the 
Detroit and Cleveland areas. 

Mr. Richards asserted that his 
|}companies’ officers and engineer: 
have unanimously agreed that the 
best video service can come onl) 
| from television in the higher fre- 
quencies where high definition and 
eventually full color will be pos- 
sible. 


Convinced by CBS 


“We have been convinced,” he 
explained, “by the high definition 
color demonstrations of the Co- 
lumbia Broadcasting System that 
the u.h.f. region is the best place 
for television to operate. If th 
television is possible now, surely 
the commercial manufacturers can 
produce transmitting and recel\- 
ing equipment in quantity at an 
early date and there is no rewson 
for indefinite delay in such service 
|becoming available on a _ nation- 
wide basis.” 

WJR will seek an experimé 
grant for operation in the 480-496 
ke. region. WGAR will prob«)! 
await FCC issuance of high [re- 
quency licenses on a comme 
basis before applying for one 


‘Wall Street Journal’ 
Issues New Rate Card 


Based on circulation incré 
ranging up to 144% from the 
of publication of its last rate 
Aug. 15, 1940, the Wall S 
Journal has announced rate 
creases effective April 1 fo 
eastern and Pacific Coast edit 
and for its national edition v 
is the combination of the 
two. The open agate line rat 
the national edition has bee! 
creased from 98 cents to $1.3 

Said to be the first public: 
in newspaper format to set 
such a policy, the Wall S 
Journal has established circul 
guarantees of 61,000 for the 
tional edition, 53,500 for the ¢ 
ern and 7,500 for the Pacific C 


Meredith Opens Branc 1 


Meredith Publishing Com} 
Des Moines, has announced 
opening of a Cleveland advert 
sales office at 1621 Euclid Ave 
fective April 1. Marshall Hé 
will be resident manager. 
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RUE ROMANCES 


APRIL ISSUE ESTIMATED NET: 


3,/50,000 


The headline above means one thing: Macfadden 
Women’s Group circulation is beginning to catch up 
with demand. 


Before the war, all five Macfadden Women’s Group 
magazines were top sellers in their fields. During the 
war, the demand for all of them was consistently 
greater than the print orders. But, today, with rationing 
off (and paper supplies somewhat easier), Macfadden 
Women’s Group magazines are being permitted to meet 
more and more of this heavy reader demand. 


Result: the BIG BONUS heralded above. 

In sizing up the competitive situation for 1946, 
astute advertisers will weigh bonus circulation and 
relative gains in the field to determine “best buy.” 


1946 PRINT ORDERS 


APRIL... . . . 4,025,000 
MARCH... . . . 3,845,000 
FEBRUARY . . . . 3,848,000 
JANUARY. . . . . 3,167,000 


aud uo nate (ncreasres for 1946 


(FOR CONTRACTS RECEIVED BEFORE JUNE 1, ’46) 


Macfadden Women’s Group 


¢ TRUE EXPERIENCES + TRUE LOVE +» RADIO MIRROR + PHOTOPLAY 
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: Lin pointed sales manager of Dorset 
Canadian Ad age Up | Sales Company, organized by Dor- 


Advertising linage in Canadian | set Foods Ltd., Long Island City, 
daily newspapers showed a gain|N, Y., to develop and promote na- 
of 13.3% in January, 1946, as com-|tional sales for Dorset De Luxe 
pared with the same month last | canned foods. 
year, with national advertising up ———-— 

6.7%, local up 11.6% and classified ° ; 

up 24.8%. Linage was greater than 43/. Want Radio Sponsor 

in the first month of any year ae OS 8 ehup 5 Ol tanee 

= Ps 1937 by the News Chronicle, London 

> : newspaper, indicate that 43% of 
the British public interviewed 

Dorset Names Holland want commercial broadcasting in 

Harry C. Holland, OPA and/|England. Frederick Laws, radio 
War Food Administration execu-jcritic of the mewspaper, com- 
tive during the war, has been ap-|mented: “It is also an illusion 


that good programs are created 
by ,commercial competition. I 
fancy that the motive behind this 
impressive vote was treble. You 
forty-three per centers don’t like 
monopoly, nor do I.” 


Issues Glass Booklet 
Pittsburgh Plate Glass Company 
has issued a new consumer booklet 
which illustrates “a hundred and 
one different ways in which glass 
can be used to make the home 
more attractive and livable.” A 
special section is devoted to an 
analysis of how glass can obtain 


maximum heating, lighting, and 
space economy through solar 
orientation and_ integration of 
house and land. 


To Sponsor Baseball 


Bohemian Distributing Company 
for Acme Beer, and Signal Oil 
Company, both of Los Angeles, 
have signed with KMPC to spon- 
sor play-by-play broadcast recre- 
ations of all out-of-town baseball 
games of the Los Angeles Angels 
and Hollywood Stars for the 1946 
season, beginning March 29. 
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THE SWING IS TO FARM MAGAZINES 


SSC XMAA 
A MAG 
Av 


ner advertising yea. 


AL should top all farm 


tal 
f advertising” and to 


AL broke all 
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Dresser Effort 
Revised to Hit 
Various Fields 


Cleveland, March 13.—Dre¢ se 
Industries, Inc., comprised of ; 5; 
than a dozen companies in {h 
heavy equipment field, 4, 
launched a new campaign in w jc} 
engineering achievements in — ¢ 
cial industrial fields wil] pd 
emphasized, Previously, the or; iy 
ization stressed the activity o/ jt 
members and their affiliation wit 
the parent company. 

Ads in the new campaign | 
each be addressed to a particula) 
industrial group—the first being 
oil producers and others to includg 
the gas industry, oil refiners, chem 
ical industry, etc. Eight ads in a] 
will appear this year in Business 
Week, Fortune, Modern Industr 
and United States News. In addi 
tion, each ad will also run j 
selected business papers chose; 
for their appeal to the industrieg 
addressed in the ads. All the 
trade publication ads will be j 
duotone, and all stress the service 
of each of the appropriate Dresser 
units to the particular industry 
discussed. 

Each ad will be followed up by 
four-page mailings to customer 
aimed at in the ads. The mailings 
will include a letter from J. B) 
O’Connor, Dresser’s executive vice4 
president; a reproduction of the 
Dresser ad; an ad by a membe 
company, and a page of logotypeg 
of all Dresser affiliates. 

Fuller & Smith & Ross, Cleve 
land, handles the account. 


Jameson in Spring Drive 
William Jameson & Co., New 
York, through Lawrence Fertig 
Company, New York, has sched- 
uled a series of newspaper adver- 
tisements of varying sizes up t 
365 lines in key cities. These news- 
paper insertions, which will form 
the spearhead of the spring drive, 
will be supplemented by business 
publication advertising, outdoor 
posters, and window displays. 


Cahn Enlarges Offices 


Ralph G. Cahn Advertising 
Agency, San Franciso, has moved 
to larger quarters at its present 
address, 580 Market St. 


Arizona Publishing 


Elects Five Executives 

Arizona Publishing Company, 
Phoenix, publisher of the Arizon 
Republic and Phoenix Gazette, has 
elected the following men to ex- 
ecutive positions: Sidney Myer: 
to secretary-treasurer of the com 
pany and general manager of the 
newspapers; B. P. Lynch, vice 
president, news and editorial; Fre« 
Myers, vice-president, advertising 
Oliver King, vice-president, ci'- 
culation, and Bob Hall, vice-presi- 
dent, public relations. 


‘Army Motors’ Makes Bow 

The new Army Motors Maga- 
zine, after reconversion from its 
wartime role as training periodical 
for 1,500,000 G. I. motor-trans port 
men, has been issued in civ iliam 
dress and covers all phase of 
maintenance on commercial ve- 
hicles. It carries display acve'- 
tising for the first time in ‘IX 
years of publication, and ha: 22 
|initial print order of 25,000 c pies. 
| Editorial and business offices ae 4 
|2033 Park Ave., Detroit. 
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THE world probably doesn’t look as 
gloomy to Dr. Polyzoides as Mr. Cugat 
would have us believe, but gloomy or not, 
the world is Polyzoides’ oyster and he 
opens it every morning for readers of 


the Los Angeles Times. 


Polyzoides’ daily commentary on world 
affairs is part of an intelligently exciting 
variety of features and news presenta- 


tions that make home-owned, home- 


“Everybodys Newspaper’ 


A i 


Th. Polyzoides of 


the Los Angeles Times 


edited Los Angeles Times “everybody's 


newspaper’ in Southern California... 


far and away the first-choice of readers 


and advertisers in America’s Third 


Largest Market. 


Like to hear more about Los Angeles, 


its people, pay rolls, and newspapers? 


A Times representative will be on his 


way at the spin of the dial or the drop 


of a postcard. 


in 


Southern California 
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Newman Joins Polymer 


Archibald H. Newman, who has 
resigned as director general of 
publicity for the Reconstruction 
Department, Ottawa, has been 
named manager of the public rela- 
tions division of Polymer Corpora- 
tion, maker of synthetic rubber, 
Sarnia, Ont. 


To Handle Nylon Account 


Cockfield, Brown & Co., Montreal 
agency, has been named to handle 
product advertising for the cello- 
phane and nylon divisions of Ca- 
nadian Industries, Ltd., Montreal. 


Radio Magazines Appoint 

Al Bernsohn, formerly with 
David O. Alber Associates, New 
York, has been named New York 
editor of Radio-Television News, 
weekly magazine which has 
opened offices in New York at 853 
Broadway. Robert G. Middleton, 
former communications editor of 
Electronic Industries, has been 
named associate editor of Radio, 
a magazine devoted to research, 
design, production and operation. 


Eversharp Unveils 
Sphere-Point ‘CA’ 
Pen and Ad Plans 


Will Use Heaviest 
Promotion Ever 


Put Behind Pen 


Chicago, March 13.—Eversharp, 
Inc., today announced that its 
“magic sphere point” pen, about 
which it has talked for more than 
a year, will finally be brought out 
early next month. 

Eversharp hopes to make 5,000,- 
000 of the $15 “CA Repeater” pens 
this year. A second model, the $25 
CA Repeater Retractable, will not 
be sold through Eversharp’s 28,000 
U. S. and Canadian dealers until 
later in the year. 

In revealing details of the pens, 


Eversharp spokesmen declared that | 
the new “sphere point” pens will | 


be backed “by the most powerful 
advertising force in pen and pencil 
history.” 

Although unable to say when 
the campaign will break, they dis- 
closed that the drive will include 
full-color spreads and full-page 
and back cover insertions in The 
American Weekly, Collier’s, Life, 
Look, the Metropolitan Group, 
Puck—the Comic Weekly, The Sat- 
urday Evening Post, This Week 
Magazine and Time. This will add 
up to “more than one billion maga- 
zine reader impressions in 1946 
alone.” 


Will Use Radio, Too 


There will also be a large num- 
ber of full-page newspaper adver- 
tisements; the CA (for capillary 
action). Repeaters will be pro- 
moted on Phil Baker’s “Take It 
or Leave It’ show Sunday eve- 
nings and the Ann Sothern 
“Maizie” show Wednesdays, both 
on the CBS network, and news- 


paper mats, radio spots, counter 


and window displays will be made 
available to dealers. 

Called the “smoothest writing 
sensation of all time,” the new 
pen represents an expenditure of 
more than $2,000,000 in the ac- 
quisition from the Argentine Biro 
pen group to U. S. patent and 
research rights, Larry Robbins, 
vice-president and general sales 
manager, asserted (AA, March 11). 


Writes Under Water 


Selling points are that the pen 
writes for six months to three 
years without refilling; it rolls 
ink on dry and is “self-blotting”’; 
it cannot leak at any altitude; it 
writes on paper, linen or any ma- 
terial; it makes six to eight car- 
bon copies at a time; it can be 
reloaded in 15 seconds with a 
different color of ink or dye, and 
it “writes dry when submerged 
under water.” 

The latter claim, it is pointed 
out, is a selling point for laundries 
and photographers and those who 
use the pen outdoors. 

The $15 model, made of pyrolin 


=. 


Pages 


AND 


Dollars 


@ That’s the advertising leadership of American 
Druggist in 1945! 

When you advertise in American Druggist, you cover 
all independent retail drug stores and all chain drug 
stores with a prescription department; all chain drug 
store headquarters; a selected list of wholesale drug 
companies and their salesmen; and a selected list of 
hospital pharmacies. 

You reach every worthwhile outlet for drugs, cos- 
metics and toiletries for less than 1 cent per druggist 


fora 


full page. 


American Druggist’s editorial power is matched by 
its advertising leadership. 


THE PHARMACEUTICAL BUSINESS MAGAZINE 
572 MADISON AVE., NEW YORK 22, N. Y. 
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GIANT—Larry Robbins, vice-presiden 
and general sales manager of Ever 
sharp, Inc., does a weight-lifting ac 
with a model of the new Eversharp 
Repeater pen at a recent sales con 

vention. 


with gold-filled cap, was designed 
by Raymond Loewy, industrial de 
signer. The design matches tha 
of a $6.50 Eversharp Repeatey 
pencil, and the two will be pro 
moted as a set, to sell for $21.50 


Changeable Cartridges 


The pens are filled with cart 
ridges, available in four colors 
blue-black, red, green and viole 
Other colors will be added late 
Mr. Robbins observed today tha 
“the question of leakage in foun 
tain pens has long been one o 
great annoyance to fountain pe 
users.” The CA Repeater, he said 
makes leakage a thing of the pas 
—‘in fact, it is impossible to shak¢ 
the ink out of this pen.” 

Although heralded earlier as 
ball-pointed pen, Eversharp doe 
not intend to promote the ney 
models as ball-pointed. “Sphere 
pointed” and “capillary attraction, 
rather, will be stressed. 

The CA Repeater Retractable, t 
be brought out later, is a “14-kara 
gold-filled instrument” having, a 
its mame suggests, a retractable 
point. 

The Biow Company, New York 
is the agency for Eversharp. 


NY Central Offers Book 


The New York Central Rail 
road Company, New York, throug} 
Foote, Cone & Belding, New York 
is offering a new booklet, “Findin 
A Farm,” in a series of speci 
advertisements in agricultural pub 
lications of Illinois, Indiana, Mas 
sachusetts, Michigan, New York 
Ohio, Pennsylvania, and West Vir 
ginia—the principal farm stale 
served by the Central. The 44 
page, illustrated brochure, whic 
points out the advantages of th 
New York Central territory—‘th 
land of shorter hauls to bigge 
markets”—is aimed primarily 4 
veterans and former war plan 
workers who are_ considerin 
farming as a way of life. 


years general sales manag: 


Butler Brothers, Chicago, an’ be 
fore that sales manager fo: th 
Spool Cotton Company, New ‘0 
has been named preside ( 
Chicopee Sales Corporatior 


succeeds Norton L. Smith, 
becomes chairman of the boa'¢ 


To 
Reach 


COUNTY 
AGENTS 


‘AGRICULTURAL TEACHE 
EXTENSION LEADERS 


Use 
| Setter FARMING - 
METHODS 


WATT Publishing Co., MOUNT MORR 
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*K pis cities mean big sales. And big sales 
mean lower costs, higher profits. That’s 
simple arithmetic in the drug business 
(as in most others). That’s why adver- 
tisers favor the big city markets—espe- 
cially ““This Week’? Magazine’s 23 key 
markets, that ring up 59.4% of all drug sales. 
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be greatly simplified as the new 
departments have taken over many 
servicing duties. 

Most of the company’s non- 
technical research is carried on 


Harvester Co.'s 
Research Expands 
Under Specialists 


vice - president of merchandising. 
Mr. Jenks has supervision over 
/credit and collection, as well as the 
/consumer relations and sales re- 
(Continued from Page 1) |search departments. The consumer 

of how well the new consumer re-|Telations department itself com- 
lations department and _ revised prises nine sections, including two 
sales divisions have worked out. |@evoted to research and others 
handling advertising, dealer mer- 

Decentralization Works Out 'chandising, etc. Of the two han- 
|dling research, one is headed by 

In the first place, Harvester of-| 4. P. Yerkes, supervising farm 
ficials declare themselves highly | practice research, the other by 
satisfied with the present setup.| jy ly. Strasser, supervising market 
This satisfaction is rooted in @/analysis and consumer research. 


feeling that the unusually wide | The sales research department is 
variety of research work is carried headed by R. W. Dibble. 


on with a minimum of interfer- 
ence, and without friction between | Work Chronologically 
department heads. Separation of the activity by de- 
Sales officials report that the | partments seems to facilitate rather 
new setup leaves them much more|than debilitate the research pro- 
free to concentrate on purely sales|gram. The separation is based 
activities. Both central office and|more or less on _ chronological 
branch sales operations are said to | study. 


First, the farm practice 


junit studies new crops, soil con-|this unit studies sales results, plans 
iservation and methods of produc-/ realignment of sales territories and 
ing foods. It then determines re- | the like. 

quirements for new equipment to} Such an explanation is obviously 
| handle crops. Its findings ob- | over-simplification. The sales re- 


under the aegis of F. W. Jenks,| viously may be directly useful to|search department, for .example,|It helps write training courses ; 


the engineering department and to| has much else to do and is behind 
top executives as well as to other|in its work. It has already built 
departments. ‘up a wealth of statistics expected 
Studies Market, Demand | to be useful for decades by top 
; ‘management, department heads, 
The market analysis and Con-| other research units, branch man- 
sumer research unit takes up where agers and others. 
farm practice research leaves off. It works primarily, Mr. Dibble 
It studies the potential market for points out, with various IH prod- 
the new equipment. It investi-|yct divisions. On its staff are 
gates the demand for the equip-!<necialists in motor truck retail- 
ment, the geographical center of | ing, general line sales, etc. It ad- 
|the demand and how best to stim-| vises the executive staff in policy 
ee ay suc = ~e ior ve help | matters related to building or 
|ment. Some of these findings help) ,....,; i] stores: heins 
fhe advertising staf’ handle prod. |"emune Teta stores! It Delos 
uct publicity. Other facts find use| h ‘led cies ' te a t 
'as soon as decision has been made | as compiec a comple Sucye 
to manufacture the equipment. 
| The sales research department, | that each of the more than 100 
‘taking these findings, studies and|branches can foretell how much 
‘analyzes wholesale and retail op- | its cost will be on truck sales this 
‘erating policies and practices, in- | year. 
‘cluding location of branch sales| It handles research on sales per- 
‘headquarters. After sales begin, sonnel, defining sales positions and 
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CIRCULATION — QUARTER OF A MILLION 


for the motor truck operation, so | 


Advertising Age, March 18, » \4¢ 


| working toward elimination 
overlapping duties. It helps thd 
| company’s financing committee je 
cide on loan policies. It dey se 
systems for following up prosp, 


| 


ithe large educational staff Ny 
commanded by A. C. Seyfé th 
formerly head of the consu j¢ 
|relations department. 


Helped Design Buildings 


One major job it handled, \ ‘jt; 
Raymond Loewy & Associ: es 
was the designing of the de le 
“base .of operations” a year 
to standardize IH dealer buildi;, 
(AA, May 15, ’45). This standard 
ization, done not so much to pro 
mote the Harvester name an¢ 
products as to help dealers operat¢ 
more profitably, has resulted j 
construction of about 300 of thd 
colorful buildings on _ standarc 
|ground plots. Sales research spe 
| cialists spend much time eve 
inow explaining the merits of th 
“base of operations” plan and pro 
moting the construction plans. 

This work has all been accom- 
plished since February, °44, when 
Mr. Dibble left direct sales work 
to set up the research unit, which 
now has a 10-man staff. 
| In turn, the group handling 
Psi oe research and market an- 
| alysis, Mr. Strasser asserts, has 
almost more than it can do han- 
dling requests from the sales de- 
partment, advertising staff, various 
|executive committees, engineering 
|and sales departments, etc. Mr, 
|Strasser joined the company in 
|1941 when consumer research was 
| handled by a two-man staff. 


Works on Product Lines 


The consumer research phase of 
his work is handled along product 
lines. His staff includes specialists 
in farm equipment, motor truck, 
mobile power and refrigeration 
(the latter concerning dairy equip- 
ment and home freezers, produc- 
tion of which has not begun). One 
or more men work on potential 
markets for what equipment Har- 
vester ‘‘consumers” want. They 
obtain data from the Department 
of Agriculture, from branch sales 
staffs, from customers by question- 
naires and occasionally from sur- 
veys made in the field by inde- 
pendent research organizations. 

The research covers over-all sales 
potentials for individual products, 
and industry potential in dollars as 
well as units. The section does not 
study the broader questions of na- 
tional income, effect of import-ex- 
port legislation and the like. That 
|is handled by the IH treasury de- 
| partment. 


Studies Buying Habits 


Among the many projects han- 
dled is that of determining when 
customers make up their minds to 
buy. This information is needed 
by the advertising department and 
Aubrey, Moore & Wallace, IH 
agency, to time ad drives for the 
period when customers make uP 
their minds to buy, rather than [o! 
the period when sales actually are 
made. A current project co. ers 
\the acceptability of such tr de 
/names as McCormick, Deering .n¢ 
Farmall, which have been | =e 
along with Harvester for rm 1m) 
years. This follows previous \ 0's 
|developing new package de: ss 
|and the blocked IH trade n ', 
both worked out in cooper: 10? 
with the Loewy organization 

Actual product design is han e¢ 
by the engineering of the se 
major product divisions. The 
pany makes some 2,600 i! 
|many requiring highly specia 
|designing. Some plows, for ° 
lample, are designed for use 
by Maine potato growers. Ot | 
|built for use in Indiana look 
like plows going to North Da 


BBDO Elects Purcell 


William R. Purcell, account © 
ecutive and copy chief of the 5 
cago office of Batten, Ba 
Durstine & Osborn, has 
elected vice-president. 
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AFTER YEARS IN WAR WORK, 
MANY TEEN-AGERS ARE 

BECOMING DELINQUENTS OR 
GANGSTERS. EOITH M.STERN, 

SPECIAL INVESTIGATOR FOR. Yam 
THE COMPANION, SUGGESTS) 


GAN YOU TELL LOW LONG YOULL WYE 2 


WILL SMOKING SHORTEN YOUR LIFE? DO THE RUSSIANS 
HAVE AN AMAZING ELIXIR TO PROLONG VITALITY? READ 
THE FACTS IN“ WHAT 00 YOU KNOW ABOUT 
LIVING LONGER?" A FEATURE OF THE 
MARCH COMPANION. 

Ws! Se 
aS 


\ 


—S=S= = 
— 


0S DIVORCE YER IUSTIFIGD? 
A MARRIAGE COUNSELOR OF LONG EXPERIENCE, 
OR. CLIFFORD R. ADAMS, ANSWERS THAT ONE 
IN THE MARCH COMPANION. HIS WISE AND 
SYMPATHETIC ADVICE IS A REGULAR FEATURE OF 
THE COMPANION'S “MARRIAGE CLINIC” 
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MORE,TOO!... MUCH MORE! UNEXCELLED SERVICE FEATURES THAT RANGE OVER 
FOOD, FASHIONS AND FURNISHINGS, GOOD LOOKS, CHILO CARE AND JUNIOR 
INTERESTS... NOT TO MENTION STAND-OUT FICTION... ALL IN THE MARCH COMPANION 
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ROWELL-COLLIER PUBLISHING COMPANY, 


e y “2: 
THE C HE AMERICAN MAGAZINE 
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THIS RICH MARKET 
Houghton Remote from any large city—beyond the 
influence of metropolitan papers— 
Sault Ste. Marie 
Marquette 


MICHIGAN'S UPPER PENINSULA 
“eee, Hon Mountain 


Escanaba can be effectively covered only 
is ae the strong combination 
of the 
51,000 net 


ESCANABA PRESS 

HOUGHTON MINING-GAZETTE 
IRON MOUNTAIN NEWS 
MARQUETTE MINING JOURNAL 


paid circu- 
lation daily— 
no duplication— 
at only 28c per 


line. SAULT STE. MARIE NEWS 
2FFECTIVE COOPERATION GIVEN ADVERTISERS 
WRITE: 


35 E. Wacker Drive 
CHICAGO 
Member American 


441 Lexington Ave. 


SCHEERER & CO. NEW YORK 


Association of Newspaper Representatives 


Magazine Drive 
Readied for Swift 
Dairy Products 


Chicago, March 13.—For the first 
time in 12 years, Swift & Co. will 
advertise its Brookfield butter, eggs 
and cheese in national magazines, 
beginning in April issues of Ladies’ 
Home Journal, McCall’s, The Sat- 
urday Evening Post and This 
Week Magazine. 

Handled through McCann-Erick- 
son here, the drive will consist 
of full-page full-color bleed inser- 
tions. It marks a major expansion 
of Swift’s dairy department pro- 
motion. Swift will continue to 
advertise these products on the 
Don MeNeill Breakfast Club pro- 
gram on the American Broadcast- 
|ing Company network. The maga- 
|zine campaign is planned to run 
| monthly, except July, until at least 
Nov. 1, end of the Swift fiscal 
year. 

Back of the new drive is an 
,expressed purpose of building up 


the dairy departments of grocery | 
stores throughout the nation. 


About 20 cents of the consumer | 
food dollar, it is said, goes into | 
purchases of dairy products, in-| 
cluding fluid milk. Swift spokes- | 
men assert that “the trend is to | 
spotlight the stores’ dairy depart- | 
ments more than has been done in | 
the past.” The new campaign, it 
is asserted, will not be at the ex- 


pense of other Swift advertising. 


New Teachers’ Magazine 

Young America, social science 
news weekly for junior high school 
students, published by Eton Pub- 
lishing Corporation, New York, 
and distributed to about 400,000 
children and 15,000 social science 
teachers, will replace the 
“Teacher’s Bulletin” which ac- 
companies it with a new monthly 
magazine, Young America Teacher, 
beginning this month. The new 
magazine, to be issued eight times 
during the school year, will be 
standard size (81%”x11”) printed 
in two colors on glossy stock. Ad- 
vertising will be carried, except 
tobacco and liquor copy. 


in WASHINGTON 
AUSTIN 
MEXICO CITY 


Alone among newspapers of the Texas Southwest, The Dallas 
News maintains its own news bureaus in these news capitals 


—augmented of course, by an impressive list of syndicated 


news services. 


. with its crowded dresser- 


And that other bureau. . 


top and over-yawning drawers ... the one in the 


Smith family’s bedroom? 


In a sense, that’s our biggest asset of all. The News’ 
capacity for putting YOUR products into those bu- 


reau drawers is what makes all the rest possible. 


Conversely, popular esteem and reader influence— 


“pulling power”—grows only out of such things as 


superlative news coverage. 


It’s all woven together. A real newspaper must do 


everything. 


Sell the readers of The News and you have sold the Dallas Market 


_ He Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 


—— 


—— 
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John B. Woodward, Inc. 


Representatives 
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Milk deliveries 
are being curtailed 
because of container shortages 


—by accepting milk and cream in 


‘There is a serious shortage of paper 
la tainers for whatever containers are available 


wt milk in the 
is 


Here’s how you can help 
iner | . 


ainer supplies are 


| 
| Whiat is the situation? 
While there is stil! plenty of milk and 
| cream for all, there are not enough 
| paper cartons and glass bottles to go 
| ‘round. Realizing how grave the situ- 
ation is, storekeepers have cheerfully 
agreed to cooperate with the dairies 


that those bottles are picked up. 
Meanwhile, your dairy will do its 

best to apportion milk and other 

dairy products as fairly as posmble. 


Associated Milk Dealers, Inc. 
and 
| Milk Dealers Bottle Exchange 


| BOTTLE SHORTAGE—Chicagoans are 
| faced with fewer milk deliveries, due to 
| container shortages. In this newspaper 
| ad the industry appeals for a roundup 
of all empty milk bottles. 


Ads Prepared by 
Insurance Group 


as Aid to Banks 


San Francisco, March 14.—To 
help banks obtain a larger share 
of consumer financing of cars and 
appliances, the Fireman’s Fund 
|group of insurance companies here 
|has developed an advertising plan 
|for bank use, built on a “Home- 
\town Credit-Savings” theme, 
| The plan is another development 
in the national effort by insurance 
companies to sell insurance on 
automobiles, furniture and major 
appliances by cooperating with 
banks interested in obtaining the 
|financing of such sales. 
| As developed by Gerth Pacific 
Advertising Agency here, the Fire- 
‘man’s Fund plan consists of 10 
advertisements in mat form de- 
|signed for banks’ local use, to- 
gether with folders and radio spot 
scripts, all offered without charge 
|'through agents of the Fireman’s 
Fund group. It is being introduced 
through broadsides mailed to 15,- 
000 banks and through advertise- 
ments in American Banker, 
Banker, Burroughs Clearing House, 
Coast Banking and New York 
Journal of Commerce. 

The mats may be used by in- 
dividual banks or adapted by 4 
number of banks for cooperative 
advertising in a single city. The 
ads stress that loans obtained from 
banks “cost less’ and permit con- 
sumers to save while spending; 
that thrift is promoted by the 
making of regular payments on 
the loans, and that “you build youi 
bank credit for future needs.” The 
ads carry the copyright signature 
(of the Fireman’s Fund companies. 


| Issues New House Organ 


Connecticut Mutual Insurance 
Company, Hartford, has begu: 
/new publication for employes, «"- 
| titled “ConMunique,”’ with } 
Is. Kyle, department of pub! “a- 
tions, as editor. 


Swain Nelson Names |! 


Ivan Hill, Advertising, Chic 2 
has been appointed to handle 
new Nydar shotgun sight of S\ 1 


Nelson Company, Glenview, 
Sports magazines and_ nati n@! 


weeklies will be used. 
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WORLD ROLE FOR U.S. 
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INFLATION DANGERS 


eae WE 0 
a ~~ ~ a7 


fe 
4 ‘ 


ia 


( Census of Manufacturers 1939 ) 


a tai sip a + ewes SMe td 


gene mann Beg 
Se 


SINVIg waTWW? 
SINVId Tiyws Ada 


SLNWId waTIWWS 


ONLY 10.500 PLANTS 


The United States News is the only magazine (among 19,000 periodicals) that reports, analyzes and 


forecasts the news of national affairs to the exclusion of all else . .. This basic weekly magazine is 


essential to the Business Executives responsible for charting corporation policies ... They must know, 
before all else, what Washington thinks, what Washington says, what Washington is going to do. 


". « « I read it regularly 
and consider it one of to- 
day's best news magazines." 
C. E. DENNEY, PRESIDENT 
NORTHERN PACIFIC RAILWAY CO. 


", . « I read it each week ". . »« Read it from cover=-to-=- 


- « « think it is fine. 
the best weekly I read." 


A. J.» ROOSE, PRESIDENT 


DIEBOLD, 


It is cover every week... one of the 
best magazines in the country." 
FRANK L. JONES, VICE PRESIDENT 
EQUITABLE LIFE ASSURANCE SOCIETY 


IN NO MAGAZINE WILL YOUR COMPANY’S ADVERTISEMENT GET BETTER ATTENTION 
SY MORE MEN OF GREATER IMPORTANCE ...80% OF ALL SUBSCRIBERS RECEIVE THE 
MAGAZINE AT THEIR HOMES ...90.1% SAY THEY READ IT FROM COVER-TO-COVER. 


THE UNITED STATES NEWS 


(200,000 GUARANTEE) 
The Direct Route to those who O. K. corporate and family purchases 
DANIEL W. ASHLEY 


resident in Charge of Advertising 


30 ROCKEFELLER PLAZA, NEW YORK 29, N.Y. 


The only publication of its kind x 
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THE NATIONAL NEWSPAPER 
Trade Mark Registered 
Issued every Monday by Advertising Publications Inc., 100 E. Ohio St., Chicago, 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
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Washington Editor, Stanley E. Cohen 
Special Assignments, Hal Burnett 


Associates: Murray E. Crain, Emily C. 
Hall, Doris Lawton, James McGuinn, 
Robert Murray Jr., Frances Jameson, 
George Biderman, Jeanne Scharnberg 


European Editor, Fernand Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


ADVERTISING 
Advertising Director, Charles B. 
Groomes 
Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, J. P. 
Dobyns 
New York:T. K.Worthington, G.A.Ahrens, 
Halsey Darrow, O. O. Black, Robert Snow 
Chicago: O. L. Bruns, Western Adver- 
tising Manager; J. F. Johnson, Martin 
E. Tullberg 
San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair Smith, manager 
Los Angeles (14): Simpson—Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, man- 
ager 
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The FTC and ‘Free’ 


Ever since the Federal Trade 
Commission decided, something 


over a year ago, to clamp an ab-|for a definite decision by a re-| 


solutely air-tight lid on the use of 
the word “free” in advertising, in- 
cluding the promotion of “free 
deals” to retailers and others, the 
business world has waited for a 
court test of the FTC’s stringent 
regulation. Now, because McKes- 
son & Robbins has refused to ac- 
cept an FTC order on the subject, 
even though the particular cos- 
metic line which is officially in- 


volved has been withdrawn from | 
is ap-| 


the market, a showdown 
proaching. 

The McKesson & Robbins con- 
tention that “free deals,” particu- 
larly as practiced for decades in 
the drug field, are not “false, mis- 


leading or deceptive, and do not) 


have the tendency to mislead or 
deceive wholesalers, retailers or 
individual agents, whether trusting 
or suspicious,” will undoubtedly 


meet with the full approval of the | 
which will | 


business community, 
watch the case with the closest in- 
terest. 

The drug firm’s decision to fight 
the case, rather than to accept the 
easy way out by accepting a stipu- 
lation in connection with a line of 
merchandise which it no longer 
sells, is certainly to be commended. 
The FTC crusade against “free” 
has created a good deal of confu- 
sion since its policy with regard to 


this word was first exposed by Ap- 
VERTISING AGE, and it is high time 


| sponsible court to determine ex- 
actly what is and what is not 
|misleading and deceptive. 
| If the present case is 
\through to a responsible court de- 


cision, as now seems likely, it 
should certainly determine 
whether “free goods” and “free 


deals” to the trade are still legiti- 
mate and respectable, as they have 
been for years. But the other and 
equally important facet of the FTC 
crusade against “free” may still 
|remain a matter of confusion. 
The Federal Trade Commission 
is warring against “free” in con- 
sumer as well as trade usage, and 
has indicated more than once that 
to it ‘‘free’’ means absolutely with- 
out cost or collateral obligation, 
the only exception apparently be- 
ing that recipients of “free goods” 
may be asked to pay actual mail- 
ing and handling costs when this 
provision is clearly stated. 
| That means that “buy one—get 
/one free;” “free to new members 
of the Book-of-the-Day Club;” 
|“this premium free with your pur- 
chase,” and similar phrases are on 
| the verboten list of the FTC. 


It will probably take at least one | 


|other case, in addition to the Mc- 
'Kesson & Robbins one, to clarify 
this angle of the situation. We 
hope it comes soon. 


Is Advertising Unpleasant? 


To us, the most unfortunate con- 
notation of the Federal Communi- 
cations Commission report on 
radio is the assumption that ad- 
vertising, per se, is unpleasant and 
annoying. 

The communications commission 
admits, more or less grudgingly, 
that advertising has contributed to 


better radio programming, and 
says it has no intention of sug- 
gesting adless radio, but at the 


same time it declares that adver- 


tising has been carried to excess 
on the air, resulting in poorly bal- 
anced 


In some 


programming. 
instances, advertising 
has been carried to excess on the 
air. But it must be admitted in 
all fairness that 
notable for its 
regulation and for the 
progressive and intelligent manner 
in which it has attempted to pre- 
vent advertising excesses, such as 
over-long or offensive commer- 
cials, hitch - hikers, cow - catchers, 


radio has been 
intelligent 


generally 


self- 


etc. 


tion in this report, and in too many 
other criticisms of advertising, 
that adveftising of and by itself 
is annoying and unpleasant. We 
don’t believe that this is true. On 
the contrary, we maintain that 
much advertising is at least as 


pleasurable to the reader or lis-| 


tener as is editorial material or 
program content; and we fail to 
see why a symphony concert spon- 
sored by an advertiser, or a 


Thomas Hart Benton painting| 


sponsored by an advertiser, should 
be any less pleasurable to a looker 
or listener 
sponsored by a network, a maga- 
zine or an art gallery. 

Aside from this purely utili- 
tarian function of selling goods or 
services or developing an idea or 
a state of mind, many 
spoken and written, are pleasing 
to the beholder, and it’s about time 
that more people, in and out of the 
advertising business, realized that 
this is true. 


carried | 


What troubles us is the assump-| 


than the same thing) 


ads, both | 


“Now do you believe their ad about postwar service?" 


—F lying 


Women in Business 

| If you are a constant reader of 
the death notices in your news- 
paper (and a surprisingly large 
number of people gre) you must 
have noticed before now how 
many women “make” this last col- 
umn after holding off for 75 or 
even 80 or more years, while their 
menfolk totter into the obit col- 
umns at ages very considerably 
younger. 

A woman’s work is never done, 
they say, and the obit columns in- 
dicate that while this may be 
somewhat of an exaggeration, it 
certainly does take the lovely 
ladies a longer time to complete 
their earthly business. 

Which naturally, if somewhat 
erratically, leads us into a discus- 
sion of a little leaflet mailed with 
dividend checks and distributed to 
female employes by Standard Oil 
Company of Indiana. Although 
“Indiana” likes to think of the oil 
business as a man’s business, it 
admits, somewhat shamefacedly, 
that from 10 to 15% of its em- 
ployes, and 40% of its stockhold- 
ers, are women. So the female 
contingent is addressed through 
ithe leaflet, ‘““For Women Only.” 

And a neat selling job they get, 
too. Not only are they told all 
j}about the importance of women in 
'“Indiana’s” operations, but the 
female stockholders in particular 
are given five specific suggestions, 


mildly interested in helping the 
company maintain its 52-year rec- 
ord of unbroken dividend pay- 
ments: 

“1. Speak well of your company 
|whenever and wherever you Can. 
Tell other women of your interest 
in Standard of Indiana. 

“2. Of course —buy petroleum 
products made by Standard of In- 
diana or any of its subsidiaries. 

“3. Ask your stores to Carry 
products supplied by ‘Indiana’ or a 
subsidiary, such as the specialties 
pictured on the next page. 


around. Use your woman’s judg- 
ment to determine whether the 
housekeeping is good. Consider 
how the selling technique appeals 
to the woman buyer. Give the 
dealer the benefit of your construc- 
tive suggestions. Tell him in a 


goods to women—and men. 

“5. Write us any ideas you may 
want to contribute about how we 
can do our job better. 
not be able to adopt all of them, 
but you may suggest something we 
have never thought of before that 


We may) 


|}ment a March copy of the Ladies’ 
Home Journal in which a typical 
|blonde model drawn by Artist 
|\Coby Whitmore faces herself on 
|advertising and editorial pages. In 
jan Ivory Snow ad, prepared by 
|B&B, promoting “Longer Life for 
|Precious Nylons,” the blonde in a 
|blue robe looks at her stocking 
|seam in a pier glass. On the op- 
posite page, again in a negligee, 
she whispers to her husband in a 
new serial by Christine Weston. . 
A week or so ago this column 
commented on the beard that a 


newspaper pressman had pre-| 


sented to a “smooth youth” in an 
‘optical ad. Now Lloyd Cochran 
‘of Sarasota, Fla., turns the tables 
'on AA with a clip from the March 
'4 issue in which the pressman has 
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The following documents ma 
be secured without charge fro), 


companies sponsoring them, .<- 
through ADVERTISING AGE, by an 
national advertiser or advertisin: 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio Si, 
Chicago 11, Ill. 


No. 2604. How to Step Up Reader 
Interest in Ads to Power Plant 
Engineers. 

mased on 319 plant calls in 28 

industries, this report, issued by 
Power Plant Engineering, tells 
how to dig up helpful sales and 
service data, and suggests seven 
ways to gear ads to the needs of 
power engineers. An organization 
chart shows operating and main- 
tenance functions of a typical plant 
engineering department. 


No. 2608. 1946-1948 Building, Res- 
idential—Commercial—Farm. 
American Builder has _ issued 
this 34-page booklet, which de- 
scribes the building industry as 
it normally exists and points out 
what factors will change normal 
practices and to what extent. 
Tables, 
estimates of sales potentials in 
residential, commercial and farm 
construction 1946-1948. 


No. 2612. Soundings. 

Newsweek has issued this report 
of a readership survey made by a 
U. S. Navy pharmacist’s mate as 
| part of a course in advanced mar- 
ket research offered by the Armed 
Forces Institute. The report shows 
which of the crew in each age 
group read Newsweek, per cent of 
readers in each classification of 


managed to give chin whiskers to 
two smooth-shaven gentlemen 
looking at an L. A. art director’s 
|award on AA’s photographic re- 
| view page... 

| Jersey Central Power & Light 
|\Company claims to be the first 
| power company in history to reach 
‘the moon. It powered the Evans 
'Signal Laboratory experiment 
| which recently sent a signal to the 
j}moon... 

The last issue of “MANage- 
ment,” Kelly-Read bulletin deal- 
ing with supervision, contains a 
|chart which is causing raised eye- 
|brows in Ad-libbing’s neighbor- 
|hood. It’s the usual graph chart, 


just in case they happen to be| with three workers and a super-/|this report on its latest reader- 


visor tugging mightily on the line, 
| and the notation that “It takes 
teamwork to do a good job.” 
|Funny thing is that the teamwork 
/seems to be expended in a desper- 
| ate effort to pull the trend line 
|down lower than it’s ever been be- 
‘fore. With conditions as they are, 
|maybe that is not a joke, son... 
| W. D. Lindsey, vice-president of 
'Ecoff & James, Philadelphia 
|agency, won’t have to pay a regis- 
| tration fee at the National Indus- 
trial Advertisers Association con- 
/vention. He won the contest for 


“4. When you visit a service sta-|a name for the conference: “Tell|issued by the Pittsburgh Post- 
tion handling our products, look | and Sell: Industrial Advertising’s | Gazette. One shows the terr: ory 


Postwar Job.” . . 


lart, you 


‘your hands on | 


which American Locomotive Com-| keting area, wholesale and rectal 


pany has produced. More than a| 


If you’re a devotee of railroad | second, chain store locations ©0n- 
ought somehow to get/trolled by Pittsburgh, 
a desk calendar|third, the grocery products 11a!- 


service length, and other informa- 
| tion. 


No. 2620. Blueprint for Sales. 


Distribution and weekly sales 
of coffee in 800 New York City 
retail grocery outlets are analyzed 
'in this booklet, which has been 
‘issued by the New York Times. 
|The contents include per cent of 
|distribution of coffee brands, 
weekly sales by brands, each 
brand’s per cent of total sales by 
income groups, and numerous 


| other details. 


No. 2621. Reader-Consumer Panel 
The American Home has issue 


| 
|consumer panel, which is devoted 
principally, to an analysis of th 
|answers to questions about hom 
|repair and remodeling plans. Th 
‘tabulated percentages show exten 
of planned improvements | this 
year, expected expenditure, kin 
of heating equipment that wil! b 
purchased, etc. 


No. 2619. 
in the Pittsburgh Market. 
Three maps indicating grocery 


products distribution in the P tts- 
burgh area highlight this folder, 


| covered by wholesale grocers, the 


and the 


ate 
dal 


charts and text provide 


Grocery Products Sales 


IS mea 
point 
means 


combined. A table provides 


|dozen well known photographers | ket facts, by state and county, 


|modern diesel and steam locomo- | 


‘tives, diesel engine production, 
yard scenes, etc... 

Having no other problem at the| 
moment, WHEB, Portsmouth, 
|N. H., has organized the S.F.T.E.- | 
|O.P.W.P.P.I.R.S.C.L.—the Society | 


friendly way how he can sell more|have contributed 52 pictures of| about the Pittsburgh food ar. 


No. 2585. Who Reads Har 
Magazine? 
This report, issued by Har) ¢! 
Magazine, shows a cross sec‘l0 
of the magazine’s subscribe 


what kind of people they are } 


will be thoroughly worth trying|for the Elimination of People Who | the standpoint of income le’ 


out.” 


Jottings 


Benton & Bowles sends along for | places get a postcard invitation to | other publications in the ‘2 


lour “strange coincidence” depart- 


'Put Periods in Radio Station Call| and occupations. 
Senders of letters with| indicates what influence Har 


| Letters. 


loffensive periods in the wrong 


oe 


The study 
has on its readers with relatic® * 


| general field. 
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18, 16:6 | qvertising Age, March 18, 1946 13 
‘ = young lady. I wore Kleinert’s dress | Manufacturers’ Sales Corporation,| gram reports for Hooper, Major|Mrs. Ewell has conducted a mar- 
Grandma S Advice shields 75 years ago.” New York, established by his| Wharfield was called to active duty | ket research service in Washing- 
~ Supplementing this campaign in|father in 1921, as vice-president|soon after Pearl Harbor, serving|ton, and was formerly on the 
_Lues 75-Year Ads hack tee ae June ae and director of marketing. Head-|as radio public relations officer} business staff of the Washington 
c he ‘ide of specific merchandise di- quarters of the organization have/|on Gen, Eisenhower’s staff in Eng- Post. 
by I B. Kleinert ted t : ¥ d been moved from Pittsburgh to|land and the Mediterranean be-| os 
: 14 FOCI SO Sparse GOUEe, ENS FO | New York. fore becoming chief of the radio | py ld F it C t 
RE New York, March 12.—In cele- | /a? space in nine business papers. on SE es branch. ° urniture-Carpe 
*— ration of its 75th anniversary, |Federa! Advertising Agency, New — ‘iecteipapaitinian! Clinic in Hartford 
its ma B. Kleinert Rubber Company | Y°rk, is in charge. Whartield Rejoins Hooper ’ First of a nationwide series of 
ze fro: | will conduct a special institutional —__— Major Albert M. Wharfeld,| Nat'l Analysts Expands {merchandising clinics under joint 
oF :mpaign of five four-color pages Rejoi Father's Fi chief of the radio branch, bureau National Analysts, Inc., Phila- | sponsorship of the National Retail 
by. an | magazines, the series to con- ejoins rather s rirm of public relations, War Depart-|delphia, has opened a branch of-|Furniture Association and the In- 
yertisins itute the major portion of Klein-| David A. Coulter, with the Fred | ment, has returned to C. E. Hooper, |fice at 1025 Connecticut Ave.,|stitute of Carpet Manufacturers 
: his t’s 1946 spring campaign. Eldean Organization for the past|Inc., New York, as an executive.|N.W., Washington, D. C., under| was held at the Bond oHtel, Hart- 
i. 5 Publications include women’s|tWo years, has rejoined the Basic|Formerly manager of radio pro-|the direction of W. Charlotte Ewell. | ford, Conn., March 13. 
Yhio Si -ervice, fashion, home furnishings, 


fiction and confession, pattern and 
needle- work books, teen-age 
p Reader § croups, home economics papers 
ver Plant § and baby publications. The five 
ads will “dramatize in turn,” baby 


lis in 28 pants, dress shields, “young” no- 
ssued by — tions, bathing accessories and : 
ng, tells hower curtains. Cl ‘ “o 
ales and All five will be animated with 
sts seven § creat-grandmother as the belle of 
needs of J the ’70s, leaning from her por- 
fanization § trait frame to tell her modern 
nd main- § cvreat-granddaughter, “You can’t 


ical plant § tell me anything about Kleinert’s, 


ling, Res- 


l—Farm., ) R ES] D E N Tiniaaanes 
as issued ‘iliiae 
yhich de- cer 

dustry as NORTE’s 

ints out editor, Jorge A. Losada, a young Cuban 


fe normal vurnalist, who six years ago, arrived in 


t extent.ffic United States. He had an idea for a 
t providef}-w magazine: one which would be dif- 
entials in 


«rent from any of the excellent local pub- 
ications printed in Latin America; an 
lustrated magazine which would appeal 
people of culture and education in all 
this report fe Spanish speaking countries. This pub- 
made by apecation would be original in content and 
's mate asfyle, created for 
nced mar-fiatin America by 
atin Americans. 
1 the internation- 
field, it would 
e the first of its 
ind: a magazine to 
: read through- 
ut the Latin 
merican conti- 
ent, just as na- 
onal publica- Jorce A. Losapa 


per cent of 
fication of 
r informa- 


r Sales. 
ekly sales 
York City 


pogo ms in the United States command an tea 

Ba Maron dience in every state in the Union. sei 

ver cent off Marshalling representative writers 

e and artists from 

ands, : every country in r 

al sales bya ee Latin America as Be 
numerousmaae 2° regular contribu- bie 

tors, Senor Losada 

umer Panel Ne founded such a / cn 

has issuedil oo magazine in Octo- 

est reader-im ber1940.He called 

is devoted it NORTE: Revista 


lysis of the w Continental be- 
eg name. NORTE to the Latin Ameri- 
show ext€NUins means North America. And this was 
point of origin. And Revista Continen- 


i <in r ‘ 
liture, | means Continental Review. 


that will b 
nducts Sales Bix years have elapsed since NORTE’s 
Market. fi ‘te of publication. Today the maga- 
F eye Las over 600,000 readers and is known 
ing grocery ‘ - . ‘ 
n the Pitts-§“‘“ty city and town in Latin America. j 
this folder, )TE’s capable Editor and staff can 
urgh Post l! be proud of their achievement. 
he terroty —— 
grocers, they 
cations on ( “e . , y 99 
». and the Yo) She can never remember which afternoon he reads Business Week. 
oducts — 
Band sett \! FOR COMPLIMENTARY COPY 
ovides 1a! 
and count BRTS 101 5™ AVE. NEW YORK 3. N.Y Miss Mosby’s weekly predicament is, of course, her busy business man. The men know (particularly 
food are+. is sbeaseae : - P es . ’ , 
ig UNCED “NOR-TAY"” MEANING NORTH AMERICA) own —— She deserves a mite of pity, however, es advertising kind) and they’re slowly getting 
ds Har ae on round i ibl their women folk educated. i 
MYRON ZOBEL, PUBLISHER the g s that few women could possibly e - ated. Quite a few choose the 
by Har) cri... PEGAEE 066868 cccnen know how much Business Week can mean to a simple expedient of whispering into scented ears: 
‘ross sec 10%) 
nese é “Wherever you find it, you find a management man. . . well informed.” 
come le 1Y 
e study »* 
nce Har S 


th relatica ” 


n the <am DO.CAD 


i . , : *. wa é " £ as! ee eho Pa eae pa a srl WN ata Mapua te Pe eat ¢ Pag ie, oh As on ar % Su 5 ee iebiah ey eg ES cone 
eat oe os 
; grr . 
ee ~ f . as ; * 
a men te : F ; 
A\\ ee Y = Bae i sen 
’ ’ . a ’ » a e “ies bie ena 
— | S : 
2 ee poe NS - = co 
7 i oe of 
, i ce j ae : , = . £ eal hc S .: A) 
; ‘ : 7 ee — oS eae Pe Te . ' 2 
z a Ri 2 aa — e— | 
' aS)» en a Ce oo ee <par 
: \ . oe = ee “Waianae. Pesca 
; a WINK ‘ ‘* ... . yer . _— =" sa . oe 
* é NS = % : eae > ae oe \ 4 nes 4 
; x ; 4 : “ Z 3 2 2 My ‘ iis: 
age -\  ' Saye 
aX <4 — —= 
N . ’ saline Deaaee DF Paes | 
~ iD ty} a . x ; an \ | 
& fe » Vir \i Ll = \ 2 
i 
| 
- 


14 


Scan Compulsory 
Licensing Plans 
for All Patents 


Washington, March 12.— After | 
eight months of intensive study 
W. Houston Kenyon Jr., counsel | 
for the special patent survey com-| 
mittee, came out of hiding suffi- | 
ciently long last week to report that | 
at least three varieties of com- | 
pulsory licensing have come into | 
focus as suggested remedies for | 
overcoming criticism of the Amer- | 
ican patent system. 

While Mr. Kenyon maintained | 
strict neutrality, he pointed out 
that critics of the patent system 
contend that technical men em- | 
ployed by corporations as research | 
teams must avoid lines of work| 
that might hurt the corporation’s | 
merchandising position. 

Mr. Kenyon agreed that the| 
work of the committee has dem-| 
onstrated that the independent in- | 
ventor has become outmoded, and | 
that trained workers operating in| 
organized laboratories generally | 
must turn over their patents to 
corporations. Pointing out that “it | 
is certain that new inventions are 
playing an increasingly important 
role in the lives of all people,” 
Mr. Kenyon said: “The American 
people themselves must ultimately 
decide whether the system must | 
be changed.” 


Studies Three Possibilities | 


At the moment, Mr. 
said, the committee is studying 
three possible changes: 

1. A system of general licensing, | 
like that used throughout the| 
world, making “every patent, good, 
bad or indifferent, where owned 
by individuals or by small or big 
companies, available for use of 
anyone who is willing to pay a 
fair price for the privilege.” 

2. A system of forfeiture of 
specific patents where a court de- 
cides that a particular patent “has 
been used or non-used for the 
purpose of unreasonably limiting 
the supply of any article of com- 
merce.” 

3. Limited compulsory licensing 
where a court decides that “the 
invention is not being developed 
on a reasonable scale commensu- 
rate with its practical impor- 
tance.” Under this system the pat- 
ent remains in effect, but in- 


Kenyon | 


fringers would be permitted to 
continue in business by paying a 


|“fair compensation for the use of 
| the 


invention and the research 
that led up to it.” 


Other Studies to Come 
The patent survey was set up 


\last April by President Truman, | 


in charge of a committee headed 
by William H. Davis. Mr. Ken- 
yon, a well known Wall Street 
patent officer, was placed in 
charge of a staff exploring an all- 
inclusive agenda. 

One of the big factual studies 
remaining incomplete is an analy- 
sis of the economic importance of 
patents. 

When the staff was unable to 
find published work demonstrating 
the effect of the 17-year monopoly 
on the growth or suppression of 
new industries, Victor Abramson, 
a Brookings Institution economist, 
was brought in to prepare material. 

Related closely to _ possible 
recommendations on compulsory 
licensing, the economic study is 
expected to go into the origin of 
many of the nation’s top industries 
to determine whether they have 
been stimulated or retarded by 
patent holdings. 


To Explore Patentability 


Another field of activity deals 
with “the standard of patentabil- 
ity,” to determine whether the 


| work load of the Patent Office can | 
'be reduced by barring minor in-| 


ventions which consume time, and 
have little importance except to 


the immediate patent holder. 
| Two varieties of proposals in-| 


volving protection through pub- 
lication of official notice that such 
minor inventions have been de- 
veloped, are considered as possible 
alternatives, while a third sugges- 
tion deals with a layer of “petty 
patents” providing protection for 
a limited period. 


Jensen to Tatham-Laird 


Harold C. Jensen, president of 
the Art Directors Club of Chi- 
cago and for the past seven years 
art director of Batten, Barton, 
Durstine & Osborn in Chicago, has 
joined the new firm of Tatham- 
Laird, Inc., as art director. 


Bortnick Joins Rosen 


Harry Bortnick, recently re- 
leased from the Army and former 
newspaper correspondent, has been 
appointed general advertising and 
sales promotion manager for Ray- 
mond Rosen & Co., Philadelphia, 
wholesale distributors. 


WWL 


New Orleans 


shouts its shows 
on car cards 
throughout 
the year 


Folks turn firs 


FRIDAYS 8:30 P.M. 


REXALL DRUG STORES 


NEW ORLEANS | 


PARTMENT 


The Greatest Selling Power 


OF LOYOLA UNIVERS! 


in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


| 


|'Black Leaf 40 


| 


Maps Campaign 

Tobacco By-Products & Chemical 
Corporation, Louisville, 
launched a heavy advertising cam- 
paign for Black Leaf 40, insecti- 
cide. The schedule calls for ad- 
vertising in American Home, Bet- 
ter Homes & Gardens, Flower 
Grower, Grit, House Beautiful, 
House & Garden, Nature, Path- 
finder and Sunset, 

In addition, the company will 
use virtually all national and state 
farm publications, poultry papers, 
florist organs, and business papers 
in drug and hardware fields, as 
well as metropolitan dailies that 
have a garden page, and the entire 
Western Newspaper Union list. 
Over 40 radio stations will be em- 
ployed for spot announcements. 
Campbell-Sanford Advertising 
Company, Cleveland, is the agency. 


Blaine Joins Lyons 

Irving E. Blaine, formerly man- 
ager of the Boston office of Liver- 
more & Knight, has joined Lyons 
Advertising Service, North Attle- 


'WPB in Washington. 


| 
| 
| 
| 
} 


has | 


Advertising Hit 
Hard by Eastern 
Admen—in Skits 


Philadelphia, March 12.—Dignity 
was stripped from the advertising 
profession here last week at the 
second annual “Adversities Show” 
of the Eastern Industrial Advertis- 
ers Association at the Bellevue- 
Stratford Hotel. More than 300 club 
members and guests attended the 
dinner show. 

The local chapter of the National 
Industrial Advertisers Association 
inaugurated the “gridiron” satirical 
series last year at the Poor Richard 
Club. The skits for last week’s show 
were produced and directed by 
W. B. Edwards, of Gray & Rogers, 
and N. A. J. Conway Jr., Hathen 
Productions. Among them was a 
“Solicitations You Have Met” skit 
'written by Mr. Edwards and acted 
‘by W. L. Bunnagan, Roche, Wil- 
‘lams & Cleary; Herm Sturm, 


‘boro, Mass., after three years with | Business Week; Frank Broadhead, 


Philadelphia Purchaser; Fred Van 


Advertising Age, March 18, 16'6 


|Lennep, Newsweek and Mr. EF }- 
| wards. 

| Other skits included “Gra 
|Central” by Mr. Sturm; “If Y 
| Can't Sing It, You Can’t Sell I 
by Robert Arndt, John Falkn 
Arndt & Co.; “Rose Between T 
|Thorns” by R. A. Angus, Suni 
| Refrigeration Company; “A Sne:« 
Preview” by Mr. Conway, aid 
“Advertising Is A Racket” by M:. 
Edwards and Skipper Dawes, St. - 
tion WFIL. 


Moore Elected Chairman 


Archie Moore, publisher of tie 
British Columbia Lumberma,, 
Vancouver, B. C., has been elected 
chairman of the British Columbia 
division of the Periodical Press 
Association, succeeding Gordon 
Black, publisher of the British 
Columbia Miner. 


Hines Joins Telefilm 


Harvey S. Hines, well-known 
Hollywood still man, has been ap- 
pointed head of the still photo de- 
partment of Telefilm Studios, 
Hollywood. He succeeds Charley 
Lane. 


Call it beauty, call it drive, call it spark . . . there’s always one to watch! Look at 


the way Ideal sparks the field . . . fastest-selling women’s magazine group! Make no 


mistake . . . Ideal is the ONE to watch! Ideal’s Movies, Movie Life, and Movie Stars 


. Parade make Hollywood come alive with smart, alert, inside news coverage, 


adding service sections that are bright, solid, and helpful. Personal Romances offers hear 


lifting romances, straight from the souls of youth itself, keyed to the tempo of 


the times! Alive with reality! Circulation? Sizzling and sparkling! Two 


million in eight short years! Thousands more every issue. Call an Ideal 


salesman for Sparking Space. . 


Deal is on The move!“ 


; quick! 
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ntensive Local 
Marketing Cure 


|“This beneficial climate-can only 
|be created community by com- 
|/munity. It is essentially a job of 
}local marketing, selling and ad- 
vertising. But the marketing and 
selling are of ideals, not of prod- 
ucts. It is the selling of our way 
of life to the workers in our plants 
and to our community. We 
have got to sell the conviction that 


or Ills: Fuller 
only through teamwork can we 


Curtis Chief Says succeed and reach the goal we all 
Community Teamwork | want.” 


Must Sell Ideals Mr. Fuller drew heavily upon 


national income and selling sta- 
. ‘tistics for the past 25 years to 
‘hicago, March 13.— Walter D.|document his thesis: “That the 
iler, president of Curtis Pub-| tendency to cut selling effort when 
ing Company, last week chal-|sales volume falls off or when 
ged marketing men to accept| sales are easy” is a major cause 
al leadership in creating “a/for depressions. 
climate” for business 
ysperity and industrial peace. 
Speaking before the Executives | 
lub here, Mr. Fuller warned that |. ; 
ntinued restraints on production|/"8 UP on our expenditures 


Selling Courage Lost 


“We made the mistake of slow- 
for 


cause prosperity 
slow-witted and stagnant,” he em- 
phasized. 


nt flood of inflation. 
‘We must find a way to create 
he 


coming years,” said. | 


courage ... we cut selling by 4 
billion in 1930 and the income of 
all of us promptly fell 7 billion. 
The next year (1931) we cut an- 
other 5 billion out of selling. The 
income of all of us promptly 
dropped 12 billion. In 1932 we cut 
selling 5 billion more and income 
dropped 13 billion. 

“But note this, and I think it is 
significant. In 1933 we got our 


selling second wind, we lost some 


of our hysteria and we realized 
we had to go to work. So in that 
year we upped selling by some %4 
of a billion, 
in 1933, but not so much, and in 


1934 we really did a selling job. | 


| We increased selling by almost 3 


billion and note—the income of 


‘all of us went up 7 billion. Note 


selling in the middle twenties be- | 
had made us| 
|kept climbing.” 


|preceded the 


that the selling courage in 1933 
income increase in 
1934—that is important. From 1934 
on, up to the start of the war in 
1941, we increased sales effort 
pretty steadily and income also 

Mr. Fuller 


used figures on 


“In 1930 we lost our selling | magazine purchases by consumers | 


Income still dropped | 


|to dramatize the importance of 
\larger family incomes in increased 
| purchases of consumer goods. He 
jreported that families with in- 
lcomes of $5,000 and over spent 
$16.92 a year for magazines. Fam- 
lilies with incomes of $2,000 to 
1$3,000 spent $4.45 a year, while 
ithose with incomes under $1,000 
spent 53 cents a year. 

| “Some 12 millions of people who 
had been reduced almost to the 
pauper class during the depres- 
sion of the ’30s have now become 
investors and capitalists in a small 
way,” he said. “This means they 
have a stake in the country that 
they did not have before.” 


Increases Ad Budget 

The Florida Fruit Canners, di- 
ivision of L. Maxcy, Inc., Frost- 
|proof, Fla., packer of Silver Nip 


|grapefruit juice and Golden Nip| 
|orange juice, has increased its list | 


of newspapers for 1946 advertising. 


Magazine sections. 
New York, 


Tracy, 
is the 


| paper 
|Kent & Co., 
agency. 
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MOVIE LIFE « 
MOVIES « 


WwW. M.COTTON'S 


IDEAL 


Wena Grou | 
raed 


MOVIE STARS PARADE 


PERSONAL ROMANCES 


— 


NEW YORK «+ CHICAGO « HOLLYWOOD 


In addition, color ads are sched-| 
‘uled to appear in Sunday news-| 
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GOLDEN FLECGs » 
a 


‘FACE VALUE'—Second in a series of 
five is this full-page facial tissue ad for 
Golden Fleece Co., a division of Fed- 
| erated Mills, Bancroft, Mass., scheduled 
for a list of national magazines. Gray 
& Rogers, Philadelphia, is the agency. 


A PLEIN Ce MENON Kerra manatee 


| oe amew ment 
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“Aristocracy’ Is 
Golden Fleece’s 


Tissue Ad Theme 


| Philadelphia, March 12.—Golden 
Fleece Company, a division of 
|Federated Mills, Bancroft, Mass., 
‘this month is using full-page in- 
|sertions in six class magazines to 
|promote its Golden: Fleece facial 
| tissue, 

The ads, captioned ‘When tis- 
sue’s the issue,” will appear in 
Charm, Good Housekeeping, Harp- 
er’s Bazaar, Mademoiselle, The 
|New Yorker and Vogue. Golden 
| Fleece will continue the campaign 
throughout the year, using “The 
Aristocrat of Tissues” as its theme. 
The copy points out that the prod- 
|uct is sold “at better drug and de- 
partment stores.” 

Gray & Rogers Advertising 
_ Agency is in charge. 


SELF-SERVICE SELLING 
FASTER ... EASIER 


WITH 


McALEER 


METAL MERCHANDISERS 


Neat,attractive merchan- 
dising stands give your 
merchandise better visa- 
bility ... 
point-of-purchase pro- 
motion ... better brand 
identification and faster 
sales. Metal Merchandis- 
ers by McAleer are cus- 
tom engineered to fit the 
requirements 


more effective 


particular 
of your product. Write 
for further information. 


E. J. Mc ALEER & CO. 


1422 N. 8th Street 
Philadelphia 22, Pa. 


Please send me information about 


the McAleer “silent salesman” mer- 
chandisers. 

NAME... 

ADDRESS... 

CerT......:. STATE 
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nudl report of 
the EWG. boys... 


FOR 1945 


1945 made the boys in the Adver- 
tising Department of the Fawcett 
Women’s Group very happy. 


In 1945 Fawcett broke records... 


. 


SY 


More lineage, more reve- 
nue in the following classi- 
fications were racked up by 
Fawcett Women’s Group 
than any other group: 
Foods, Confections, Bever- 
ages, Home Furnishings, 
\] Kitchen Supplies, Toilet 
Goods, Clothing, Smoking 
Materials and others. 


Fawcett Women’s Group 
delivered the largest 


bonus circulation of any — 


Major Groups(more than 
1,000,000 monthly). 
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Fawcett Women $s 


Group led all groups 
in lineage and reve- 


nue in 1945. 
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Fawcett Women’s 
Group delivered 
more copies per 
advertising $1 
spent in 1945 than 
any other major 
magazine. 


The boys in the Fawcett Women’s Group 
hope to repeat this performance in 1946. They 
further wish for all Women’s Groups a like 
success and prosperity — because Women’s 
Groups are the straight, sure way to 
America’s heart— America’s Women. 


Fawcett Women’s Group 


Xb TRUE CONFESSIONS 
x MOTION PICTURE 


xb MOVIE STORY 
More than 4,000,000 copies per issue sold on newsstands 
Fawcett Publications, Inc., 295 Madison Avenue, New York 17, N.Y. 
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Salvation Army 
Boosts Annuity 
Drive to $24,000 


New York, March 12.—Feelers 
put out by the Salvation Army in 
1942 in the form of small ads in 
Sunday supplements, to publicize 
its annuity plan, have evoked such 
response that today, with an an- 
nually increasing budget, the 
Army spends $24,000 a year. First 
year’s expenditure was $3,000. The 
1945 budget had increased to $12,- 
500. 

Ads, running from three-inch 
double column to full-page spreads, 
appear in The American Weekly, 
the New York Times and Herald 
Tribune, daily newspapers through- 


out the country, the Christian 
Science Monitor, Christian Herald 
and Christian Century, and other 
religious publications. 


Employs Agency 


“Salvation Army Guaranteed 
|Annuities Make You a Partner in 
Serving Humanity” says one ad- 
vertisement. The annuity plan is 
essentially philanthropic, but 
works two ways, since one’s initial 
donation pays a life income of 
214.% to 7% interest, depending 
on age. At death, the principal re- 
verts to the Salvation Army. 
Another form of the plan en- 
ables the original investment to 
stretch out the interest income 
over two lifetimes, or the investor 
may leave an annuity to another 
person, interest to be paid to them, 
and original sum eventually re- 


verting to the Salvation Army. 
Life payments are guaranteed, 

and the Army’s plan is registered 

with the New York State insurance 


division. Wertheim Advertising 
Associates, New York, is the 
agency. 


WOW Nets $745,168 


Station WOW, Omaha, had a 
net income of $745,168.73 between 
Jan. 14, 1943, and Aug. 31, 1945, 
the station has reported in federal 
court here. The station was leased 
Jan. 14, 1943, by Radio Station 
WOW, Inc., headed by John J. 
Gillin Jr., from the Woodmen of 
the World Life Insurance Society 
at an average rental of $74,000 a 
year. Radio Station WOW now 
leases the station for $140,000 a 
year. Receipts in the two-and-a- 
half-year period totaled $2,616,350. 


C&0's Campaign 
Brings Results 
from Competitors 


N. Y. Central, Pennsy 
and Others to Run 
No-Change Trains 


New York, March 12.—The ad- 
vertising campaign of Robert R. 
Young for the Chesapeake & Ohio 
Railway and Nickel Plate Road, 
urging the introduction of no- 
change trains for coast-to-coast 
|trips, brought results last week 


Colossus, 


the Hub of 
Prosperity’s Wheel 


eae anim 


A= 


HE American farmer, Colossus of the 


Crossroads, is 


future. America’ 


with his plans. 


confident of the future. His 
s future. He’s going ahead 


Nature’s factories are on full time. Hens and 


hogs, cows and steers, trees and vines, seeds in 
the good brown earth never heard of wages and 
hours. They go on producing, under the guid- 
ing hand of the farmer and his brood. 


Colossus has no reconversion problems. He 
has billions in the bank, and is in a mood to 
spend for things of quality. Not just for trucks 
and tractors and machinery, but radios and 


/ 
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refrigerators, pianos and paint, clothing and 
packaged foods . . . everything! 


Even in normal times, rural America accounts 
for nearly 40% of our total consumer sales. It 
now seems destined to break all previous 
records, Geared to prosperity’s wheel, with 
Colossus as the hub, your business, too, can 


be good. 


And you can look for the 
purchases, the biggest 


biggest post-war 


investments, to be 


made on Country Gentleman farms .. . the 
top-half farms... the farms which just natur- 
ally take (and take to) Country Gentleman. 


Te atten Cscntlemen 


NATIONAL SPOKESMAN FOR AGRICULTURE 
A CURTIS PUBLICATION 


Advertising Age, March 18, 1646 


when it was learned that the N; 
York Central and the Penns 
vania, in cooperation with westey 
roads, plans soon to introduce su | 
trains. 

At first, there will be a da 
through train from New York ‘o 
the West Coast, operated alte. f 
nately by the New York Centr,| 
and the Pennsylvania. 

The announcement coincided 
with appearance of the third in- 
sertion in the C&O-Nickel Plate 
series, titled, “A hog can trave| 
across the country without chan»- 
ing trains—but you can’t.” The 
C&O-Nickel Plate group has de- 
cided to say nothing in advertis- 
ing about the plans of the othe 
roads. 


Gains Public Support 


An executive of Kenyon & Eck- 
hardt, advertising agency on the 
campaign, told ADVERTISING Acr 
that clippings had been received 
of 84 editorials and 54 news stories 
on the plan after the first inser- 
tion. He estimates that a total of 
1,500 editorials and news stories 
were carried on it. All but one 
of the editorials received was en- 
tirely favorable. 

The current insertion appeared 
in full-page, 1,235-line and 900- 
line space in 53 newspapers in 18 
cities, in Business Week, Collier’s, 
The Saturday Evening Post, Time 
and United States News and in 
various business papers. 


<= 


Tom Farrell Publishes 
‘Working Press of NY’ 


Tom Farrell, publisher, New 
York, has compiled a 260-page 
reference book entitled ‘The 
Working Press of New York City,” 
which provides the names of edi- 
tors, departmental heads, and key 
personnel of the 43 press organi- 
zations in New York. The pub- 
lication is available at $10 per 
copy. 

Names and titles are cross-in- 
dexed three ways, supplemented 
by brief histories of all publica- 
tions. The book will be brought 
up to date by corrective supple- 
ments, which will include added 
features outside of the newspaper 
field but related to it, such as a 
complete roster of radio commen- 
tators, interviewers and analysts. 


Appoints Moore & Hamm 


Jennapine Products Company, 
New York manufacturer of Swiss 
Pine Bath, has appointed Moore & 
Hamm, Inc., New York, to handle 
a forthcoming advertising cam- 
paign in national magazines and 
business papers. 


ee 


Print it in’ 
the West 
iat 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 

Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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THE GROUP 
WITH THE surrounding area. 


SUNDAY PUNCH Circulation for January more than 7,000,000. 


INSIDE...AND HIGH -- WITH A 


SUNDAY PUNCH 


Step into your most important markets with a Sunday Punch and boost your sales 
with the extra power and extra wallop that big markets deserve. 


Support your sales staff with extra force in the rich FIRST 3 MARKETS area — where 

40.1% of the total U. S. retail sales are concentrated — 42.4% of the food sales. 
Give your advertising the added impact of FIRST 3’s rotogravure and colorgravure, the 
power of FIRST 3’s newspapers — the New York Sunday News, the Chicago Sunday 
Tribune, the Philadelphia Sunday Inquirer — each first in circulation and in display 
advertising. 
Step inside of your markets with FIRST 3’s high 66.89% family coverage in the metro- 
politan areas, and the strong coverage in over a thousand cities and towns in the 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Relogravure . Colorgravure 


News Bidg., 220 E. 42nd St., New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery St., San Francisco 4, GARfield 7946 
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Britannica Enters 
Trade Book Field; 
Appoints Whitney 


Chicago, March 12.—Encyclo- 
pedia Britannica has created a 
trade books department which by 


next fall is ex- 


pected to start 
> Ag 


books to be dis- 
tributed largely 
through book 
stores. Britan- 


production of 


years in the ref- 
erence work 
publishing field, 
until now has 
distributed ex- 
eiusivei y 
through its own representatives. 
Manager of the new department 
is Robert A. Whitney, for the past 
two and a half years director of 
promotion of McGraw-Hill Pub- 
lishing Company, and formerly di- 
rector of sales promotion and ad- 


Robert Whitney 


nica, for 178) 


Paden s _—— Glass Weeks, | Cant Byoir Opens 

E. H. Powell, Britannica presi- Pacific Coast Office 
dent, announced that for the next Carl Byoir & Associates, public 
few months Mr. Whitney will de-|relations, has opened a_ Pacific | 
vote himself largely to “explora-|Coast office in the RKO building, | 
tion of the most appropriate edi-| ls, Angeles, under the direction 
torial materials for the publica-|°f Charles E. McVarish, vice-presi- 
tions and to the development of dent, who recently returned from | 


ier ; -._,-.|the Marine Corps. 
distribution plans.” An editorial east Saniatiart executive | 


committee, set up to determine the | vice-president since 1943, has been | 
scope and character of department | elected president of the company 
publications, includes Mr. Whit-|to succeed Mr. Byoir, who will be-| 
ney; Walter Yust, editor-in-chief | come chairman of the board of the | 
of Britannica publications; Wil-|organization. George Hammond, a | 
liam T. Couch, director of the vice-president since 1943, becomes | 


|University of Chicago Press; Dr. executive vice-president. 
Miller McClintock, Encyclopedia 


Britannica Films, and Wallace To Publish ‘Deadline’ 
Brockway, editorial consultant of Stations? Couneil. of Tadusitial 


eee. Editors, New York, composed of 
22 regional associations with or a 
: : . | bership including 1,500 house pub- 
Perkins Joins Wilson lication editors in the United 
| Gregory B. Perkins, formerly|States, will publish “Deadline,” 
'with Rickard & Co., New York,|effective April 1. The magazine 
| has joined the staff of Wilson,| will be mailed each month to more 
Haight & Welch, Hartford, Conn.,/than 5,000 house publication edi- 
agency, as account executive and/tors in the United States and 
assistant to Arvin J. Welch, vice-|Canada. Executive secretary 
president. Charles C. Mercer is editor. 


BRITAIN 


AND 


N THE re-establishment of outlets for foreign sales, it is important that 
European markets not be overlooked. For, in prewar years, Britain derived 
12% of her imports from the United States, and France made over 11% of her 


purchases in this country. 


Europe as a whole took one-third of our exports of manufactured goods, while 
Latin America took one-third and Asia-Africa-Oceania took the remaining third. 


It is not unusual, therefore 


nental Europe appear in our mailbag. 


Birmingham 


Paris 


During the past year more than 900 manufacturers and exporters have used this 
publication as a means of placing their products before the leading buyers in every 


world market. 


AMERI 


Johnston Export Publishing Company 


386 Fourth Avenu 


PHILADELPHIA CLEVELAND 


= 


FRANCE— 


, when inquiries from the United Kingdom and Conti- 


George H. Alexander Machinery Ltd., of Birmingham, England, 
write— 


“Should you come across specialized machine tool lines which 
require representation, as far as sales are concerned, or coopera- 
tion as far as manufacturing is concerned, we should very much 
like to hear of it. 


“We manufacture a number of American machine tools under 
license, especially for the Waterbury Farrel Foundry & Machine 
Co., the Baird Machine Co., and the Doall machines, so that we 
have very good working understandings with American prin- 
cipals.” | 


Les Fils de Puegeot Freres, Paris, France, a firm founded in 1819, | 
and a leader in the tool, machinery and industrial equipment field, | 
write 


“Your issue received in our office at Paris has had all our atten- 
tion. 


“We should be very glad to have the catalogues and booklets of 
the firms whose names are given on the sheet attached, for our 
information in view of importation here.” 


CAN EXPORTER 


e New York 16, N. Y. 


CHICAGO ST. LOUIS SAN FRANCISCO LOS ANGELES 
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Harry Latz, head of Harry Latz Service, New York, is in London, 
where he is exchanging information on business conditions with 
British admen. Also, he is arranging with his British associate, 
Arthur Chadwick, for the reequipping of the offices over there with 
special machinery lost during the blitz. . . 

Studying marketing conditions in Mexico and Central and South 
America is Melville E. Wank, of Wank & Wank, San Francisco ad 
agency. . . S/Sgt. Richard C. Hunt, who was copy and plans chief 
at Farson & Huff, Louisville, before entering service, has been 
awarded the Army commendation ribbon at Fort McClellan, Ala. 
He was recommended for professional skill and devotion to duty 
as chief of public relations at the infantry replacement training 
center. .. And Capt. Pierre H. Boucheron, USNR, now director of 
public relations for Farnsworth Television & Radio, has been 
awarded the Legion of Honor, rank of Chevalier, by the French 
government for distinguished service during the liberation of 
France. . . 

Agencyman Clarke R. Brown, radio director of Lake-Spiro-Shur- 
man, Memphis, named his new son (born last month) Chris T., 
after Chris Hetherington, mgr. of the St. Louis office of John Blair 
& Co., radio rep... 


Lloyd Maxwell, 1st v.p. of Roche, Williams & Cleary, heads an 


he 
. 


ANNIVERSARY PARTY—The sales publicity department of Curtis Publishing 
Co. held a dinner at the Biltmore, New York, on March |, to mark the begin- 
ning of the third year of The Listening Post, Curtis show on ABC. Among those 
at the party were, left to right: Jack Donohue, ABC; Fred Healy, vice-president 
and ad director of Curtis; Ethel Owen, of The Listening Post and star of Show 
Boat; William Hammerstein; Mrs. Hammerstein; Ralph Dumke, of the Post show 
and also of Show Boat, and Donald M. Hobart, Curtis' director of research. 


advertising and publishing division team that is working to hit 
Chicago’s Red Cross fund drive quota in a hurry. Among the key 
members are Russ Van Gunten, of Foote, Cone & Belding; George 
H. Hartman, head of the agency of that name, and John McLatchie, 
western rep. of Time... And in San Francisco, George D. Gavin, 
assistant to the v.p. of sales for Tide Water Associated Oil Co., is 
chairman of the commerce and industry division of the campaign 
for the S. F. area... 

The Women’s Advertising Club of Milwaukee is sponsoring an 
exhibit of paintings done by Fern Toombs, one of its members, 
and opened the show yesterday with a public reception in the 
lounge of the Journal Co. . . Charles Conland, ad dir. of the Hart- 
ford Courant, has been appointed chairman of the Hartford district 
for Connecticut’s cancer fund campaign, and Jesse W. Randall, 
pres. of Travelers Insurance Companies, is chairman of the cam- 
paign for the state. . . Recently appointed to the board of trustees 
of Overlook Hospital Association of Summit, N. J., is J. J. Brod- 
beck, pres. of Ciba Pharmaceutical Products. . . 

John F. Noone of Good Housekeeping is chairman of the adv. div. 
of the special gifts committee of the Cardinal’s committee of the 
laity for the 1946 fund appeal of New York Catholic Charities. 
Bernard C. Duffy, BBDO’s new pres., will serve as v.p. . . James W. 
Brown Jr., publisher of Editor & Publisher; Don Robinson, editor 
of the American Press; and Julien Elfenbein, editorial director of 
Haire Publications, will discuss ‘‘What I Would Do If I Were a 
Returning Veteran Seeking Employment in My Field” before the 
New York professional chapter of Sigma Delta Chi, nat’] journal- 
ism fraternity on March 21. The meeting is scheduled for 8 p.m. 
in the McGraw-Hill auditorium. . . 

Thomas D. Rishworth, NBC program sales mgr., and former Wac 
Maj. Harriett Jane Gould were married March 2 at the Marble 
Collegiate Church, New York. .. And Elaine Beverlee Schorer, wh 
used to be with WTHT, Hartford, was married recently to Henry J. 
Burke, of Mountgold Ad Agency, Boston, in Nashua, N. H... 

Col. Ward Wheelock, pres. of the New York, Philly & Hollywood 
agency which bears his name, who flew with the Royal Flying 
Corps in the 1st world war, and served with the Air Corps in Eng- 
land, North Africa, the U. S., and the Central Pacific during the 
2nd world war, has been awarded the Legion of Merit “for out- 
standing services in connection with establishing controls for the 
8th Air Force Service Command in the United Kingdom and later 
for the Air Service Command in the U. S.”.. 

All operations of a radio station are covered in a new book, “The 
Radio Station: Its Management, Its Function, Its Future,” by Jerry 
Sill of the business development dept. of the American Broadcast- 


ing Company. . . Benedict Gimbel Jr., pres. & gen. mgr. of WIP, 
was chairman of the program committee for the 19th Educational 
Week for Blind Education in Philadelphia, celebrated the week 
of March 4... 


J. R. Cominsky, exec. v.p. & treas. of Saturday Review of Litera- 
ture and pres. of Encore, has been awarded Rochester’s Alumn 
Key, given annually for noteworthy accomplishment after gradua- 
tion by the Univ. of Rochester. Presentation was made at the an- 
nual dinner of the U. of Rochester Alumni Ass’n of Greater New 
York. . . 
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there is little inclination to back- 
track to the wartime brand of 
control if some reasonably satis- 
factory guarantee is provided as- 
suring a fair amount of paper for 
all. 

Even the industry people who 
seek assistance hesitate to ask 
restoration of blanket quota lim- 
itations. Most of them want in- 
formal “assistance” in locating 
sources of paper. 

Recently some printers and pub- 
lishers have discovered a new ap- 
proach of considerable importance 
to the industry—an appeal for di- 
rect priority assistance in buying 
under PR 28, the catch-all priority 


‘a Clean pair of gloves, please!” 


Might be hard to sell this rather startling 


idea to a lumberjack. 
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ee a YOUR DISTRIBUTION PROMOTION PLANS WITH to grant small increases and stim- As OPA turned to “incentive p 
HEAD LEADERSHIP AT “POINT OF SALE” . ulate production than to hold the pricing,” first reaction here was Ce 
fo Aid Production line at a point where industry re-|that it was seeking to head off the ad 
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A. Seidel, vice-president and 
comptroller of W. T. Grant oh 
pany, charged that consumers are 
compelled to purchase inferior | 
overpriced substitutes in price 
ranges much higher than those in 
which they would normally buy. 

As the exhibit opened, OPA re- 
leased a statement analyzing six 
of the “horrors” displayed here 
without identification last fall. 

Challenges Accuracy 

“If the new exhibit is no more 
accurate than our check on: the 
old one shows it to have been, it 
will involve a waste of time and 
energy of the banking and cur- 
rency committee as well as the al- 
ready burdened OPA staff,” Paul 
Porter said. 

“Although the exhibit itself did 
not establish the fact, our own 
investigations show that in an 
effort to streamline our operations, 
remove as much red tape as pos- 
sible and enable new small busi- 
nesses to start producing promptly, 
we have, in fact been too lax.” 

As a typical “horror” exposed 
since last fall, OPA mentioned 
“established manufacturer A,” ex- 
pected to sell fine printed San-| 
forized cloth shorts at $3.55 a| 
dozen, “manufacturer B” to mar- | 
ket broadcloth shorts at $3.50,) 
while “manufacturer C” was | 
mitted to charge $7.35 a dozen for | 
shorts of inferior material. | 

Expects OPA Renewal 

Investigations showed, OPA said, | 
that “manufacturer A” was Jack | 
Goldfarb of New York City, and 
that he is making 250,000 shorts 
a week, and selling a fourth of 
them at 39 cents; that he is making 
more units than before the war | 
and selling at 1942 prices; and 
that his low-priced shorts are ac- 
tually below ceiling price. 

‘Manufacturer B,” the Utica 
Knitting Company, had had three 
price increases, and has been con- | 
tinuously producing shorts. ‘‘Man- | 
ufacturer C,” the “villain” who| 
made poor quality shorts, OPA| 
said, was the B. W. Emblem Com- | 
pany, New York. Calls revealed 
the firm was closed, with a watch- 
man on guard and the owner re- 
portedly in Florida. This firm was 
not registered with the county 
clerk’s office and had been given 
no price by OPA, the statement 
said, 

With OPA citing other 
poses” of the earlier exhibit, 
NRDGA tightened its procedure 
this time, producing photostats of 
regulations and orders to bolster 
its display. 

Meanwhile, Rep. Brent Spence, 
chairman of the banking and cur- 
rency committee, predicted price 
control renewal would pass the | 
House virtually untouched after 
about two more weeks of hearings | 
“to give opponents time to blow | 


| 


off steam.” | 


“ex- 
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Forrest Webster 


/Opens Own Business 


Lt. Col. Forrest U. Webster, re- 
cently released from the Army, 
has opened his own business at 
546 New Center building, Detroit, 
to serve as counsel on sales man- 
agement and advertising problems. 

Mr. Webster, a former president 
of National Industrial Advertisers 
Association, was with MacManus, 
John & Adams when he went into 
service. Previously he had been 
with Lord & Thomas, New York, 
and for many years previously had 


|been advertising manager and, Lever Advances Stedman 
merchandising sales manager of 


Cutler-Hammer, Inc., Milwaukee. 


McGraw-Hill Ups Carson | 


Theodore B. Stedman, who h 


|}pany, Minneapolis, for 20 
has been appointed sales manag 


tion department of McGraw-Hill | after 27 vears of service. 
Publishing Company, New York, | . 


for five years, has been named} 
suc- | 
ceeding Robert Whitney who re-| 
cently resigned as promotion man- 
ager to become head of a new 
trade book department with En- 


acting promotion manager, 


cyclopedia Britannica, Chicago. 


from general sales manager 
vice-president in charge of sal 


pany, Gravenhurst, Ont. 


been with Lever Brothers Com- 
years, 


: of the Detroit division to succeed 
Frank Carson, with the promo-|}, A. Matchner, who has retired 


Rubberset Boosts Robson 
E. L. Robson has been promoted 


and advertising of Rubberset Com- 


“Cover Catholic 
Schools, Churches, 
and Institutions 


as 


er 


to 
es 


35 W. WELLS ST. MILWAUKEE 3, wis 


Bites J 


ECOGNITION COMES FROM THE TOP! 


America’s most coveted awards for gun dogs 
are the Field & Stream perpetual Challenge 
Trophies. These are the Challange Cup for 
the year’s outstanding Springer Spaniel, a sim- 
ilar award for the year’s outstanding retriever, 
and now—the latest and greatest of all—the 
Field & Stream Gold Challenge Plate for the 
National Field Trial Association Champion- 
ship Stake. This is for pointers and setters. 


These are not awards to bench show dogs, 
but awards to the greatest gun dog perform- 


dogs are bestowed by 


that has made Field & Stre 


515 Madison 


Avenue -« 


Sportsman ‘ 


ers—for championship work in the field. It’s 
fitting that the top awards to sporting 


America’s number 


one Sportsman’s Magazine—and that awards 
are based on performance! It is performance 


am, among outdoor 


magazines, the first choice of advertisers for 
35 straight years, every year. It is perform- 
ance that makes Field & Stream America’s 
Number One Sportsman’s Magazine. 


FIELD & STREAM PUBLISHING CO. 


New York City, 22 


America’s Number One 


Ma gaze 


NOW CELEBRATING ITS 50TH ANNIVERSARY 
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Typographic Examples 


Done by Same Man! 

To the Editor: I was interested 
in an item appearing in your Feb. 
11 issue in the Ad-libbing column, 
with reference to an American 
Type Founders’ advertisement, in 
which the criticism was directed 
to the advertiser’s signature and 
headline running vertically. 


This department is a reader’s forum. Letters are welcome. 


. ee eae ee 


Arnold Constable. |type, but rather to demonstrate 
For the last couple of years, our|that the most eminent exponents 
client, American Type Founders,/of all styles of treatment were 
has been running a series featur- | using ATF types to attain their 
ing eminent type specifiers; that | effects. 
is, advertising directors, typog- | I do not agree with your “Ad- 
raphers, art directors, production |libber”’ that he “has no business 
managers, etc. In many cases, the | making nasty cracks” at the ex- 
men featured stood at the top of|pense of your advertiser. It’s a 
their individual professions, and | free country, isn’t it, or is it? But 
in some instances had established|I think he would have made a 


I was amused by a letter from| national reputations for their par-|stronger case if he had known a 


George B. Chandless Jr. to the | ticular styles of layout. 


editor, which appeared in your 
Feb. 25 issue, in which he pans 


an advertisement of Arnold Con-|the layout of the advertisement in|pressing his 


stable. 


There is a greater kinship be-| 
tween these two criticisms and | 


advertisements than either writer 
realizes, for the layouts were made 
by the same individual, Harold D. 


Samuels, advertising director of | 


tion, in this series, to suggest what | characters for their advertising, so 


In all/little more about the advertiser’s 
such cases, both we and our client|intentions. And there is no im- 
encouraged the specifier to handle! propriety in Mr. Chandless’ ex- 
personal opinions 
his own distinctive way and,|which, from a purely typographic 
whether we agreed with him that|standpoint, may be entirely sound. 
it was the best way or not, he| But it is well to bear in mind 
was given carte blanche. that department stores all strive 

It was never our Client’s inten-|to establish individual typographic 


was the best way to use ATF/that the public will be able to 


| 
= 
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AMO 


227th In Population 
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NG THE NATION'S MARKETS 


| 
| 


mm 


, In Retail Sales 
Per Capita 


| 


| 


There are in U. 


portant fa 


This means, © 


There is 


than Battle Cree 
ct is that among all c 


Creek ranks 39th in its re 
£ course, that Battle 


ally high on all sales charts. 
with Michigan mark 


rage. 
. very far, above averag 


Among Michigan citi 
10th in popul 


available. 


pulation 


S. 226 other cities with larger po 


k. But that isn't so important—the im- | 


‘ties in the nation Battle | 


cord of Retail Sales Per Capita. | 


Creek ranks exception- 


lt means that in comparison 


ets, and national markets—it is far, 


es, for instance, Battle Creek ranks 


ation —BUT 4th in Retail Sales Per Capita. 


k market dota now 


Cree 
i eg e direct 


# Battl $ 
a new display ° for details—or writ 


Phone Allen-Klapp Co. 


J COMPARY 
ORAL PEPRESENTATIVES: ALLEN-KLAPP co A 
WATT Ps witch 


1 | Schools. 


Battle Creek, Michigan q 


advertising even before reading a 
word. We may or may not like 
the style, and perhaps the adver- 
tising manager himself may not, 
but if it is designed to attract the 
attention of a certain type of cus- 
tomer, and instantly identify the 
store being publicized, to the end 
that the merchandise advertised is 
sold promptly, the advertising 
must be conceded to be good even 
if the typography could be criti- 
cized from a purely esthetic point 
of view. And you can take it 
from me, that Mr. Samuels can 
amply justify his treatment of his 
advertising by the response it gets 
from the particular segment of the 
public in which he is interestea. 

All our client, American Type 
Founders, is interested in is dem- 
onstrating that whatever the style, 
ATF type is the best to set it in. 

A. RAYMOND Hopper, 
G. M. Basford Company, New 
York. 


Those ICS "Ads. 


To the Editor: In the Feb. 11 
issue of ADVERTISING AGE is shown 
on Page 10 the twelve best ads 
for the year from the standpoint 
of International Correspondence 


Would it be possible to secure 
a reprint of these ads to be used 
by the Advertising Club of Shreve- 
port? We would be glad to have 
you forward us 50 if available. 
Please bill us for the expense. 

Pau E. Cray, 

Secretary, Advertising Club of 

Shreveport, La. 
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|identify a store by the style of its|and developed by Industrial Sur- 


veys Company prior to the addi- 
tion of Gordon Buck to its radi: 
staff. CBS was one of severa! 
clients contributing about 10% of 
the cost of developing the tech- 
nique in 1939 and 1940. Our com- 
pany has recently discontinued the 
one-week listener diary. 
SAMUEL G. BARTON, 
President, Industrial Surveys 
Company, Chicago. 


v v v 
‘Nod’ to First Use 
To the Editor: The enclosed 
tear sheets indicate another in- 
stance of similar thinking by copy- 
writers—and of the coincidenta!] 
publisher’s inserting of both ads 
alongside each other. 
Eno makes one Be Bright! Feel 
Right! Gillette blades make one 


Pwr bet 
INDIGESTION 

@ CONSTIPATION 

due 10 ereinary sloggishnen: 


Be Bright! Feel Right! 


TEENO 5 


— 


adi} Blue Blades| 


Says Hooper Story | 


Contained Inaccuracies | 
To the Editor: There are two 
incorrect statements made by you! 
in connection with the announce-| 
ment about Hooper’s measuring | 
national audience trends in the 
March 4 issue of ADVERTISING AGE. | 
(1) You state in part: “Mr. 
Hooper pointed out that this will 
be the first attempt to measure 
program audiences nationally.” 
Industrial Surveys Company has | 
been measuring the aggregate U. S. 
size of radio audiences to individ-| 
ual programs since September, | 
1943, with a national cross section | 
of radio homes. After a year of) 
experimentation, Industrial Sur- 
veys Company installed its Con-| 
tinuous Listener Diary technique | 
in The National Radio Panel as of | 
October, 1945, and issues projected 


(2) “The week-long diary} 
method was initiated and devel- 
oped by CBS working with Gor- 
don Buck. . .” The week-long 
listener diary system was invented 


Sa | 
Sse 


ee 


j 


Be Sharp! Feel Sharp!, but both 
products “be” and “feel” bright 
and sharp. 

Our copywriter, Atherton & 
Currier, New York, used Eno’s 
captions in 1943, and throughout 
1944-1945, and again as a _ sub- 
caption in 1946. Bill Corum has 
been telling his fight broadcast 


| listeners to “feel sharp” only dur- 
|ing the last several months, so I 
|think Eno gets the nod for first 


use—and no objections to use on 
behalf of a different type of prod- 
uct. 
A. A. STARIN, 
Advertising Manager, J. C. 
Eno, Inc., Bloomfield, N. J. 


w) ow 


Protects Trade Name 
To the Editor: In your issue of 


4|U. S. audience figures to its clients. | Feb. 18, 1946, Page 49. under cap- 


tion “You Ought to Know” we 
have observed that in the 13th 
paragraph you use our trademark 
Cellucotton without a capital “c.” 
We also observe that in the fol- 
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ial Sur- lowing paragraph (the 14th) it is;tion and friendship should be en-| words: {enclosure in one of our mail pro-| ing expenses, etc., were defrayed 
e addi- properly capitalized. |couraged. The photograph has “When you ask a thousand | motions? Our tentative plan is to by donations from ad Clubs, ad- 
ts radi Perhaps the error in the 13th | been sent to Mr. McCusker. Will people if they have seen and/or/attach this clipping to a personal | vertising agencies, etc. 
several] paragraph was simply an over-/Mr. Maxwell (v.p. of Roche, Wil-|read a certain advertisement in| business card carrying a facsimile Editing and keeping mailing 
10% of sight, but we feel sure you under- | liams & Cleary) send us a copy of Life magazine you cannot possibly | handwriting message—in the same lists up was a labor of love from 
e tech- stand the vigilance we must ex-/the note he writes to McCusker find out under the Starch method! manner as described in your ar-/those left behind in the Advertis- 
ur com- ercise over the use of our trade-| when he sees this item? ] |any more than that they say they '| ticle. ing and Sales Club of Toronto— 
ued the marks, and for that reason are) v,wey did or did not see or read the ad | O. R. GorerGcEr, }the Young Men’s Ad Club—The 

bringing it to your attention. ‘What Ad Penetration in question, | Commercial Letter, Inc., St. | Advertiser’s Guild—the Women’s 
ON, B. E. Hopper, M C 5 “The extent to which the selling| Louis. |Advertising Club of Toronto. 
irveys International Cellucotton eans a reative Man story has got across and the extent vovy First issue came off October, 

Products Company, Chicago. | To the Editor: In the Jan. 14 is-|to which it has been accepted as : 11943, last issue May, 1945, when 
[Editor’s Note: The Cellucotton | sue of ADVERTISING Ace, there is a| being either right or important is anes ween Got we found it impossible to go fur- 

trade name is well known to us. | discussion of the question of ad- what I mean by ‘advertising pene-| 4raae ows egularly | ther because of rapidly changing 
wieioliad Its appearance without the capital | vertising penetration under the tration. To the Editor: In your March | addresses and returning troops. 
tt =< “ec” was a typographical error.] heading of “The Creative Man’s | “There are ways to measure|4 Ad-libbing column you mention Undoubtedly many larger and 
vdieo vwey , Corner. I wonder if you would | this. ] | Maclean’s Magazine sending ma-|more_ pretentious publications 
Sleenie ‘Calendar Idea Strikes be good enough to ask the writer ee i terial to the overseas troops. reached the troops but as a pure 
| ra “ New Spark in Canada of the article what is meant by Reproduces Pay-Off On the same day your magazine|class publication none were more 
oth ads =i ., | advertising penetration.” If it is} To the Editor: “The Pay-off’|was received we had a meeting | appreciated by the Canadian ad- 
ht! Fee! ; To ys ge’ pelle quite | an important aspect of advertising, on Page 59 of your February 25 | to “kill” Newsletter—a copy of | vertising and sales personnel in 
ae FOC! interestec In me news story ON! we should find a way to measure | issue carries a story that is very| which is attached. |service overseas—to judge by the 
ake one f/Page 72 of Feb. 25 issue of ADVER-| it, First of all, I should like to see|interesting to us and to a sizable| Its objective was to supply all| thousands of letters they sent its 

TISING AcE telling of Pillsbury | it defined quite specifically. portion of our customers. To make|Canadian men and women in the editors. 

Mills’ 1946 calendar. The account | DANIEL STARCH, sure that all these people see this|forces interested in advertising | PRATT KUHN, 

jis quite interesting as is the a Daniel Starch and Staff, New helpful article, we would like to|and selling with up-to-date in- Advertising Director, Winni- 

endar illustration on Page 79. We! york. send it to all our friends who have|formation and gossip of the trade.| peg Newspaper Union, To- 

}would appreciate receiving a copy | [Editor’s Note: The Creative | personalizing needs. All publishing costs were a gift | ronto. 

of this calendar if it is at all POS | Man provides his definition of “ad-| May we have permission to re-|of William Lydiatt, publisher of| P.S. Our Newsletter won the 

. Pegg a i aN rast | Vertising penetration” in these, produce this article for use as an | Marketing, and out of pocket mail-| DMAA award in 1945! 
eA year, for the first time in our his- 


tory, we promoted a calendar to 


~% our dealers. Our calendar, which A b ld bi di 
yur > sndar, 
) J) incidentally was promoted en-| -+-l0 OUl a igger audarence 
= C tirely by mail, was sold to jewelers ° 
—™ | all across Canada on a coopera- - for A BC advertisers 
— tive basis and to make the cal- 
f | endar cooperative in the true sense 
e_ we felt it advisable to include il- 
J Ky lustrations of other jewelry store 
we items. 
tte In each case, plates were made} 
ides | of our own products and those of | 
gpesT Bulova Watch, and Bluebird and 2 
er honed Bridal Wreath diamond rings, the isten Co 
two most popularly known ad- 
— vertised diamonds in Canada. 
ut both Dealers were given the choice of | 
> bright illustrating on their calendar, a Symphony 
Bulova watches or a page fea- — ei symphony OF- 
rton & fturing “no name” watches and a | es torpor tt direction of Om 
d Eno’s [choice of a Bluebird or a Bridal | AMERICAN BROADCASTING COMPANY Koussevitzky eng drecovering the 
oughout § Wreath or a “no name” diamond | (EST) new ig the works of the great mas 
a sub- page. In every case, however, our \ ters. (Allis-Chaimers) tical 
‘um has [products were illustrated. The ad- 
roadcast fvertisements formed the central | 
nly dur- [portion of the date pad, there be- 
hs, so I Bing six pages in all. 
for first The calendar promotion started 
use on [with two letters to the trade fol- 
of prod- flowed by a full size sample of the 
calendar enclosed in a presenta- 
RIN, tion. After a reasonable length 
a, ter of time, a series of three follow-up 
7 letters were mailed. As _ replies 
were received, after each mailing, Metropolitan Opera 
2 those names were struck from our ¢ Saturday afternoon 
ee mailing list so that any future | of the Metropolitan 
der cap- etters were not sent to those | rs. A heart 
dail age lealers who had already replied. music Ot rogram, on ABC every Sun v 
he 13th A total of 167 dealers across | ( Mt Sipe m. (EST). (Fort) 
: “1 (canada purchased calendars in| 
ademark + ; 
ital “c.” quantities ranging from 150 to! 
the fol- 1,500. Our total quantity of over 
(26,000 was, in our estimation, | 
——__ very good in view of the fact that | 
t was the first such offer in our | 
1istory and the first such offer | 
ver presented to the jewelry | 
trade. | Southernaires | % 
The 1947 calendar has many colt cones «SON outh s ores 
ployee? mprovements in size and appear- | Piano xnieimnsaaee aii yon ye five harmo Hymns of All C van 
aad ance but has as its illustration | out-of-this-world ee on three ; Fred Jacky conducts & ch p 
a_vase of gladioli in full color. | sical and popy Cy Walter's Piano Play. rd vorite hymn selections. For oe 
The 1946 calendar illustrating | oo O populat suns — ae complete enjoyment ee 
pactus in bloom was well received. | milton Cross as comm R feer them ever sae Ganasal Mills) 
W. C. NEWLAND, | \ ail 
Assistant Advertising Man- | 
iger, International Silver or the kind of music you like to Senior Swing, The Jack Berch Show, 
Company of Canada, Hamil- Fiiseen to quietly in a darkened and many more. Why more leading companies 
LERS ton, Ont. room...hear the symphonies, the Maybe it’s because so many are advertising on ABC today 
EA f Pie i— operas, the vocal.and instrumental ple enjoy hearing good music Jo. pr es eros 
irue Friendship programs on your American Broad- they are setting their dials to Fehar a. a ok a 
P ; 7 ‘ ‘ ° during good time periods at low cost are buying 
To the Editor: In ADVERTISING casting Company station. On this ican network stations today.A MEE cian on ADC today. One necwork conte 6.7% 
ME Ack of Feb. 18 you ran a picture page are shown a few of the out- Twenty-Two Million ary sady  auese por evening half hour thus ABC: ancshes 
f Lloyd Maxwell on your Photo- standing programs you can enjoy coast to coast listen to AB from coats 28.7% more. Yer ABC's 198 stations 
NCE praphic Review of the Week page. when you listen to ABC. learning that the easiest way ~are reach Twenty-Two million families, located in 
What are the chances of getting There’s plenty of popular, dance- joy good music of every kind is practically every major market in the U. S. 
A copy of this? I would like the able music, too—played for you by _ set and stay on ABC! If you are an advertiser, remember that a good 
icture to hang in my office be- | such great name bands as Paul ABC time period bought today can mean a 
use I think one hell of a lot of | Whiteman’s, Guy Lombardo’s, Woody m, valuable franchise for years to come 
loyd. If there are any charges | Herman's, Sammy Kaye’s. The ABC ae 
et me know about it. weekly program is studded with merican roa (2 ~_ 
Leo McCusker, sparkling musical shows— Sunday Er 
President, Kip Corporation, Evening Party, Pages of Melody, | 
Los Angeles, 


P. S. The picture I am referring 
hows Lloyd holding a drink in 
left hand. I always thought he 
S right-handed. | 
Editor’s Note: 


Such deep devo-| 
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26 
Perry, Brown Get 


Pronto Pups Jobs 
and New Account 


Cincinnati, March 13.—Paul S. 
Perry, president, and Theodore 
Brown, vice-president and treas- 
urer, Perry-Brown Inc., have be- 
come officers of Pronto Pups, Inc., 
and their agency has been named 
to handle advertising for the new 
Pronto Pups organization. 

The company has been formed 
here by William C. Duval, business 
consultant prior to service in the 
Navy for the past four years, to 
distribute and sell franchises in 
Ohio and Kentucky for Pronto 
Pups, a new food product. The 
product, already sold in other parts 
of the country, is based on a for- 
mula for making batter which, 
encased around a frankfurter and 
cooked in deep fat, makes what is 
reputed to be an unusual delicacy. 

The new company will distribute 
franchises by counties and promote 


| sales 


| nounced the following new 
|appointments: Joseph C. Barcanic 
ito art director; 


pee Mo ee ee ees 


in restaurants and cafes 
throughout Ohio and Kentucky, 
except in Cleveland and Akron. 


BBDO Increases Statf 


The Chicago office of Batten, 
Barton, Durstine & Osborn has an- 
staff 


Ralph Erickson, 
James Roth and John Temple to 
the art staff; William V. Doyle and 
Walter Hopkins, account execu- 
tives; Gerhard Exo and Robert 


|Steinhoff, merchandising; Howard 


Paul, radio; Leslie Varyu, produc- 
tion; Joseph Hoffman and Otis 
Winegar, copy, and John DeBevec, 


media and research. 


Transfers Volk 


Vaughn Volk, who has been with 
Penton Publishing Company for 
ten years, has been transferred 
from Chicago advertising repre- 
sentative of Steel to manager of 
the Philadelphia territory for New 
Equipment Digest. He succeeds 
W. T. McCall, who has resigned 
because of ill health. 


for Nappons, New 
Younghusband Line 


metics, Inc., of which Mr. Young- 
husband is the head. The parent 
organization and Dana Perfumes, 
Inc., make Tabu, Platine and 20- 
Karat perfumes and toilet water 
(AA, May 7, ’45). 


Originated Many Lines 


Judging by the past achieve- 
ments of Mr. Younghusband, Nap- 
. . |pons appears likely to make a 
Chicago, March 13.—J. Leslie | ; e 
Younghusband, fabulous figure in strong bid for the market dom 


7 jinated by Tampax, Inc., New 
the, commatics and perfume field, | york; International Cellucotton, 
has entered the women’s hygiene| Chicago, with Fibs, and Personal 


field, AA learned today, as owner! products Corporation, Milltown, 
of Nappon Laboratories, new com-/N, J., with Meds. He has invented, 
pany formed to make Nappon|bought or improved on many 
tampons. /women’s products in the past 20 
First shipment of Nappons has | years—and sold rights to most of 
been made to Indiana, where a/them for huge sums. 
test newspaper campaign is now His Kissproof lipstick he built 
in progress in Anderson, Fort|to a strong selling peak in six 
Wayne, Terre Haute and putarertend, years before selling it to Affiliated 
other cities. National distribution | Products in the ’20s. After a “re- 
and advertising is planned later. |tirement” period, he came back in 
Buchanan & Co. here is the agency. | 1932 with Tattoo lipstick. He then 
Nappon Laboratories, a spokes-|created Chen Yu nail polish, the 
man for the company revealed, is | first nail polish to sell widely for 


Campaign Begins 


affiliated with Consolidated Cos-|more than a dime. In 1941 he in- 
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AUTOMOTIVE | 


WESTERN AUTOMOTIVE SERVICE, published since 1923 
as Service Station News, is now providing one complete auto- 
motive journal for the West. The four basic divisions of the 
field—automotive shop, jobber-distributor, car dealer sales and 
petroleum marketing are equally represented in its coverage. 
Its territory —the eleven Western States —has the highest pro- 
portionate car registration of the U. S.— almost 50% higher 
than the U. S. average. 


WESTERN AUTOMOTIVE SERVICE is the 2 
West's only ABC automotive magazine Reg 


ea 


121 SECOND STREET 
SAN FRANCISCO 5, CALIFORNIA 


LOS ANGELES 
PORTLAND 


SEATTAE Ke 
x & -€ DEN VE R. 


A Ae PE - 


Advertising Age, March 18, 194 


«hem Life te Signe i 


Seliiardiediels Ieee’ 
wether 


NEW SERIES—This is one of 10 full. 
page ads SKF Industries has scheduled 
in Business Week, Fortune and News. 
week. The illustrations, painted by 
Benton Clark, depict the part ball and 
roller bearings have played in the de. 
velopment of U. S. technology. Geare. 
Marston, Philadelphia, is the agency. 


troduced Tabu perfume. He also 
| brought out Taboo and 5-Day de- 
odorant, Chen Yu _ lipstick 
| other cosmetic products. 


| Sold Out to Ruskin 
| 


Most of these were sold for 
$2,000,000 in 1944 to Louis J. Rus- 
kin’s Associated Products, Inc. To 
Mr. Ruskin went rights to Chen 
Yu nail polish, lipstick and cake 
|; make-up, 5-Day deodorant, Tatto 
|cosmetics, DeWans depilatory and 
other cosmetics accessories. M 
Younghusband retained Tabu, 
‘Dana and Platine perfumes, op- 


erating until recently as Dar 
Perfumes, Inc. 
Nappons—the name _ original! 


selected was Snopons—are being 
promoted in unusually frank 680- 
line copy headed, “It’s here! An 
amazing new tampon you (Ca! 
count on—even on the worst days, 
with much stress put on an “ex-f 
clusive new twist-compress (e- 
sign” which provides “longe 
wearing time through controlled 
| absorbency.” 

| All ads feature a coupon offering 
a free trial package plus complete 
‘instruction “for making the ‘Vis- 
| ible-Proof’ test” to prove that the 
i/tampon’s patented Cushion To 
\“adjusts itself to meet your 
‘dividual requirements.” 


‘Scott Names Dillenbeck 


Arthur O. Dillenbeck Jr. 
been appointed vice-president 
‘charge of the Los Angeles offic 
of Duncan A. Scott & Co., pub 
lishers’ representative, succeedin 
F. C. Pearson, who recently re 
signed. 


Appoints Spahr A.M. 

| Wayne R. Spahr, who has bee! 
associated with Jessop Steel Com 
/'pany, Washington, Pa., for th 
|past 11 years as editor of 1th 
|company’s house organ, has bee! 
appointed advertising manag¢ 


PUD? | 


S © Set entirely with FOTOTY ©. '* 


ad is just a sample of what 
done with this amazing new 
setting device-and it cuts c 
eliminating display type and °* 
lettering charges. Quick, simp'>. Fh 
nomical ... any office girl cant 
compositor 


Write TODAY for catalog ext 
the FOTOTYPE system and show 
the 60 modern types now ave: 5" 


THE FOTOTYPE COMPA 
625 W. Washington, Chicog*® 
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WORLD REPORT 


WORLD REPORT, soon to be published by United States News 
Publishing Corporation, has one objective, and one only—to render 
information on the most complex problems of the world. WORLD 
REPORT, the new weekly newsmagazine, is earmarked the outstanding 


“ONE OBJECTIVE 
TNE ial publishing success of 1946. 


Never before has the advertiser been offered so important a group of 
Se aeeteenes world-minded persons—each subscriber pre-destined to be a page-by- 
PRE-DESTINED page cover-to-cover reader. 


Today no one subject in all the world is as important as “world affairs”. 
Men and women in the upper intelligence brackets are searching for 
the facts behind the news, for the meaning of what they read, for the 
truth—the plain, unvarnished, uncolored truth. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 
published by 
UNITED STATES NEWS PUBLISHING CORPORATION 
DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20,N. Y. 


ss 3 WORLD REPORT—‘the No. | advertising medium to reach world-minded people ~\» 2 
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A wise woodsman looks for trail signs. For instance, one stone 


placed on top of another spells a reassuring message. 


It means: This is the way. 


On these pages you will find the trail marks of 349 great American companies. 


Each has a good product. Each has had good management. 


And in addition to this, they have one other thing in common, too. They 
have all followed the Post Road consistently from 10 to 47 years. 


If you are an advertiser looking for the right path, here’s a good rule: 
Look for the trail of those who have gone ahead. 


Great American Business 


Leaders Who Have 
Consistently Used 


The Saturday Evening Post 


No. of 
Years 
Eastman Kodak Company 47 
Mennen Company, The 4b 
Parker Pen Company, The 4% 
Pro-phy-lac-tic Brush Company 4% 
Remington Rand, Inc, 46 
Colgate-Palmolive-Peet Company 45 
North Bros. Mfg. Co. 45 
Florsheim Shoe Company, The 44 
General Mills, Inc 44 
Goodyear Tire & Rubber Co., Inc 44 
Procter & Gamble Company, The 44 
Radio Corporation of America 44 
American Safety Razor Corporation 43 
Cadillac Motor Car Division 

General Motors Corporation 43 
General Faods Corporation 43 
Nash-Kelvinator Corporation 43 
Oldsmobile Division 

General Motors Corporation 43 
Packard Motor Car Co 43 
Quaker Oats Co., The 43 
Elgin National Watch Co. 42 
Goodrich Company, The B. F 42 
Prudential Insurance Company of America, The 42 
Socony-Vacuum Oi) Company, Inc 42 
United States Playing Card Company, The 42 
Cluett, Peabody & Co., Inc. 4 
Swift & Company 41 
Bristol-Myers Company 40 
Stein and Company, A. 40 
American Home Products Corporation 39 
Dixon Crucible Co., Joseph 39 
General Electric Company 39 
Hart Schaffner & Marx 39 
Mallory Hat Company 39 
National Carbon Company, Inc. 39 
Hartford Fire Insurance Company, Hartford 

Accident Indemnity Company, The Hart- 

ford Live Stock Insurance Company 38 
Lever Brothers Company 38 
Minneapolis-Honeywell Regulator Co. 38 
Stewart-Warner Corporation 38 
Atchison, Topeka and Santa Fe Railway 37 
Campbell Soup Company 37 
Conklin Pen Company 37 
Firestone Tire & Rubber Co., The 37 
Heinz Company, H. J. 37 
Hudson Motor Car Co. 37 
Lorillard Company, P. 37 
United States Rubber Company 37 
Whitman & Son Inc., Stephen F 37 
Winchester Repeating Arms Company 

Division of Olin Industries 37 
American Chain & Cable Co., Inc 

(American Chain Div.) 3 
du Pont de Nemours & Company, 

Incorporated, E. | 3b 
General Time Instruments Corporation 36 
Pratt & Lambert, Inc % 
Scott Paper Company 3 
American Telephone & Telegraph Company 35 
Cudahy Packing Co. 35 
Gruen Watch Company 35 
Hotpoint (Edison General Electric 

Appliance Co., Inc.) 35 
National Lead Company 35 
Waterman Co., L. E 35 
Willys-Overland Motors, Inc 35 
Barrett Division, The, Allied Chemical 

& Dye Corporation 34 
Baver & Black Div. of Kendali Company, The 34 


IT PAYS TO HAVE THE POST PAVE THE WAY 


Byick Motor Division 
General Motors Corporation 
Champion Spark Plug Company 
Duofold, Inc 
Ford Motor Company 
Hammermill Paper Company 
Johnson & San, Inc., S. C 
Merriam Company, G6. &@Cc 
Pontiac Motor Division 
General Motors Corporation 
Texas Company, The 
Timken Roller Bearing Company, The 
Westinghcuse Electric Corporation 
White Moter Company, The 
American Radiator and Standard Sanitary 
Corpdration 
American Thermos Bottle, Co.. The 
Carter's Ink Company, The 
Libby, McNeill & Libby 
Reynolds Tobacco Company, R. J 
Studebaker Corporation, The 
Union Pacific Railroad Company e 
Yale & Towne Mfg. Co., The 
American Tobacco Company, The 
Chicago, Burlington and Quincy Railroad 
Lambert Pharmacal Company 
Céngoleum Nairn, Inc 
Kuppenheimer & Co., Inc., B. 
California Fruit Growers Exchange 
Chicago Flexible Shaft Company 
Delco-Remy Division 
General Motors Corporation 
Hoover Company, The 
Larus & Bro. Co., Inc. 
Liggett & Myers Tobacco Co. 
Willard Storage Battery Company 
American Lead Pencil Co. 
Esterbrook Pen Co., The 
Graham -Paége-Kaiser-Frazer 
Great Northern Railway Company 
Johns-Manville Corporation 
Kelly-Springfeld Tire Company, The 
Reo Motors, Inc. 
Royal Typewriter Co., Inc. 
Scholl Mfg. Co., Inc., The 
Smith & Corona Typewriters, Inc., L. C. 
Armour and Company 
Armstrong Cork Company 
Demuth & Co., Inc., Wm 
Dodge Brothers Corporation 
Electric Sterage Battery Company 
General Tire & Rubber Company, The 
Hamilton Watch Company 
Interwoven Stocking Company 
New York Central System 
Outboard, Marine & Mfg. Co 
Pioneer Suspender Company 
Robbins & Myers, Incorporated 
United States Stee! Corporation, 
Subsidiaries 
Eagle Pencil Company 
Eversharp, Inc 
Kinney Company, G. R 
National Biscuit Company, The 
Philco Corporation 
Stckely-Van Camp, Inc 
Tide Water Associated 01! Company 
Warren Company, S. D 
Western Electric Company, Inc 
AC Spark Plug Division 
General Motors Corporation 
Allen-A Co. 
Decker, Alfred & Cohn, Inc. 
Paramount Pictures, Inc 
Southern Pacific Company 
Underwood Company, William 
California Packing Corporation 
Coca-Cola Company, The 
Electric Auto-Lite Company 
General Aniline & Film Corporation 
(Ansco Division) 
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Hires Company, Charles E. 
Pepsodent Division, Lever Brothers Company 
American Stove Company 
Chevrolet Motor Division 
General Motors Corporation 
Cream of Wheat Corporation, The 
Hat Corperation of America 
Hotels Statler Co., Inc 
Pittsburgh Plate Giass Company 
Simmons Company 
Squibb & Sons, E. R. 
Standard Brands Incorporated 
Underwood Corporation 
All-Year Club of Southern California 
American Rolling Mill Company 
Bon Ami Company, The 
Cliquot Club Co. 
Durham Enders Razor Corporation 
Fisher Body Division 
General Motors Corporation 
Kohler Company 
Kraft Foods Company 
Metropolitan Life Insurance Company 
Pennsylvania Rubber Company 
Quaker State Oi! Refining Corporation 
Sealright Company, Inc 
Swank Products, Inc. 
Beech-Nut Packing Co. 
Borden Company, The 
Burnham & Morrill Company 
Californians, Inc. 
Caterpillar Tractor Co. 
Crosiey Corporation, The 
GMC Truck & Coach Division 
General Motors Corporation 
Landers, Frary and Clark 
Pennsylvania Railroad Company, The 
Pillsbury Mills, Inc. 
Simoniz Company, The 
Stetson Company, John B 
Weco Products Company 
Bendix Aviation Corporation 
Chrysier Sales Corporation, Chrysler Division 
Commonwealth Shoe & Leather Co. 
Premier Division, Electric Vacuum 
Cleaner Co,, Inc 
General Motors Corporation 
Goodall Fabrics, Inc 
Insurance Company of North America 
International Harvester Company 
Johnson & Johnson 
Parker Rust Proof Company 
Pennsylvania Grade Crude Oi! Association 
Pennzoil Company, The 
Perfect Circle Company, The 
F.utland Fire Clay Company 
Seiberling Rubber Company 
Wander Company, The 
Florists’ Telegraph Delivery Association, Inc. 
Jantzen Knitting Mills 
Kellogg Company, The 
McKesson & Robbins, Inc. 
National Battery Company Gould 
Commercial Division 
Nunn-Bush Shoe Company 
Polk Miller Products Corporation 
Ronson Art Metal Works, Inc 
Black & Decker Mfg. Co., The 
Cutler-Hammer, Inc 
Ethyl Corporation 
Frigidaire Division 
General Motors Corporation 
Iron Fireman Manufacturing Co. 
Phillips-Jones Corporation 
Ralston Purina Company 
Servel, Inc 
Travelers, The 
United Rexall Drug Co. 
Belden Mfg. Co 
Chesebrough Manufacturing Company 
Consolidated 


Coleman Lamp and Stove Company, The 
Disston & Sons, Inc., Henry 
Eureka Vacuum Cleaner Co 
Hastings Manufacturing Company 
Kaywoodie Company, The (Div. of 
Kaufman Bres. and Bondy) 
Lane Company, The 
Lee Rubber & Tire Corporation 
McGraw Electric Company (Toastmaster 
Products Division) 
Stanco, Incorporated 
Stromberg-Carison Company 
Sun-Maid Raisin Growers of California 
Talon, Inc 
American Optical Company 
Brown & Williamson Tobacco Corporation 
Clipper Belt Lacer Company 
International Nickel Company, Inc., The 
Kendal! Refining Company 
Kroehier Manufacturing Company 
McQuay-Norris Mfg. Co 
Northern Pacific Railway Company 
Norwich Pharmacal Company 
Penn Mutual Life Insurance Company, The 
Plymouth Motor Corporation 
Affiliated Greyhound Lines 
Bulova Watch Co 
De Soto Motor Corporation 
Hawaiian Pineapple Co., Ltd 
Hickok Manufacturing Co., Inc 
Hollingshead Corpcration, R. M 
Hygienic Products Company, The 
Noblitt-Sparks Industries, Inc 
Ray-0-Vac Company 
United Motors Service Incorporated 
Wildroot Co., Inc 
United States Gypsum Company 
Universal Pictures Co., Inc 
Young, Inc., W. F 
American Brass Co., The 
Baltimore & Ohio Railroad Company 
Bostitch, Inc 
Canada Dry Ginger Ale, Inc 
Celotex Corporation, The 
Corn Preducts Sales Company 
General Shoe Corporation 
International Correspondence Schools 
Jergens Company, The Andrew 
Lovell Mfg. Co 
Mutual Life Insurance Company of New York 
Parke,. Davis & Company 
Scovill Manufacturing Company 
(A. Schrader’s Son, Valve Division) 
Sylvania Electric Products, Incorporated 
Sinclair Refining Company, Inc 
Warren Telechron Company 
Bausch & Lomb Optical Co 
Borg-Warner Corporation 
Budd Manufacturing Company, Edward G 
Corning Glass Works 
Detroit Vapor Stove, Div. of 
Borg-Warner Corp 
Freeman Shoe Corporation 
Horme! & Company, Geo. A 
International Shoe Company, Inc 
Laveris Company, The 
Lee Company, Inc., H. 0 
Nicholson File Co. 
Pyroil Company 
Republic Steel Corporation 
Wagner Electric Corporation 
Willson Products Incorporated 
Wolf’s Head Oil Refining Company 
Zenith Radio Corporation 
Zonite Products Corporation 
Amity Leather Products Company, 
Chris-Craft Corporation 
Continental Oi) Company 
Deiso Appliance Division 
General Motors Corporation 
Diamond T Motor Car Co 


Emerson Electric Manufacturing Company 

New Departure Division 
General Motors Corporation 

Schalk Chemjcal Co. 

Schick, Incorporated 

Sterling Drug, Iie. 

Vick Chemical Company 

Wayne Pump Company, The 

Aiuminum Company of America 

American Bosch Corporation 

Best Foods, Inc., The 

Easy Washing Machine Corporation 

Estate Stove Company 

Heublein & Bro., G. F. 

John Hancock Mutual Life Insurance Co. 
of Boston, Mass. 

Lamont, Corliss & Company 

Magazine Repeating Razor Company 

Naticnal Board of Fire Underwriters 

New England Mutual Life 
Insurance Company 

Pullman Company, The 

Sparks-Withington Co., The 

United Air Lines Transport Corporation 

American Airlines System 

Bankers Life Company 

California Prune & Apricot Growers 
Association 

Coopers, Inc. 

Dennison Manufacturing Co. 

Fieer Corp., Frank W. 

Gulf Oj! Corporation 

Loew's, Incorporated 

Manning Maxwell & Moore, Inc. 

Masonite Corporaticn 

Morrell & Co., John 

Murine Company, The 

National Life Insurance Company 
of Vermont 

Nerthwestern Mutual Life 
Insurance Company 

Scripto Mfg. Co. 

Sealed Power Corporation 

Sklnner & Sons, William 

United-Carr Fastener Corp. 

Wilson and Company, Inc. 

Alligator Company, The 

Botany Worsted Mills 

Chrysler Corporation 

Dayton Rubber Mfg. Co., The 

International Cellucotton Products Company 

Philip Morris and Company, Ltd 

Mutual Benefit Life Insurance Company 

Owens-Illinois Glass Company 

’Sanforized’’ 

Semler, Inc., R. B. 

Shell Oil Company, Incorporated 

Truval Manufacturers, Inc. 

American Gas Association 

Asscciation of American Railroads 

Carrier Corporation 

Hudson Prodycts, Inc. (Division of 
Block Drug Co.) 

Liberty Mutual Insurance Company 

Linkman & Co., Inc., M. 

Longines-Wittnauer Watch Company, Inc. 

Minnesota Valley Canning Company 

Nashua Manufacturing Company 

Railway Express Agency, Inc. 

Silex Company, The 


Total number of advertisers 


This list is limited to advertisers appearing in 
The Saturday Evening Post 10 or more years and 
spending $10,000 or more during the years 1942, 


1943, 1944 or 1945. 
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Negroes Get More 
‘Brand Conscious 


as Income Rises 


Camels, Gold Medal, 
Colgate Popular 
in 3-City Study 


New York, March 14.—Leading 
advertised brands often are rela- 
tively more popular among Negroes 
than whites, Edgar A. Steele, re- 
search director of Research Com- 
pany of America, pointed out re- 
cently in summarizing before the 
New York chapter of American 
Marketing Association findings by 
his company in Washington, Bal- 


| groceries 


timore and Philadelphia for the 
Afro-American group, which has 
editions in Baltimore, Newark, 
| Philadelphia, Richmond and Wash- 
ington. 

In his discussion of “The In- 
fluence of the Negro on our Na- 
tional Economy,” Mr. Steele com- 
|pared the buying habits of more 
‘than 1,000 Negro families inter- 
lviewed in each of these three 
cities with data compiled in 1945 
by the Milwaukee Journal and 
the Omaha World-Herald, for these 
two “essentially white markets.” 

He also presented findings on 


A&P stores are second in number 
of Negro customers in Baltimore 
and American stores second in 
Philadelphia. The “white’’ studies 
in Milwaukee and Omaha had 
given first preference to neighbor- 
hood “independent” grocery stores. 

Maxwell House, which was 
ranked third among coffee brands 
in Milwaukee and fourth in 
Omaha, is given a definite prefer- 
ence by Negroes in Baltimore and 
‘Philadelphia (36.6 and 40.3%) 
‘and, with 21.5%, is outranked in 
Washington only by Wilkins, a 
|regional brand, with 49.6%. Hills 


Aunt Jemima attracts the highest 
percentage of buyers of pancake 
and waffle mixes in Milwaukee 
and Omaha (46.5% and 53.9%), 
but its strength among Negroes in 
the three cities is even greater, 
ranging from 59.3% in Washing- 
ton to 70.6% in Philadelphia. Pills- 
bury is a slow second in each of 
the three. 

Bread brand preferences are 
more varied. Continental leads in 
Milwaukee and Omar in Omaha, 
but Bond is first, with more than 
half of Negro families, in Wash- 
ington and Philadelphia, and 


family income, savings, education| Bros. is first in Milwaukee and | Schmidt’s, 41.9% in Baltimore. 


and magazine and newspaper 
readership of Negroes in the three 
eastern cities. 


Buying Habits Differ 


Butter-Nut in Omaha. 
Gold Medal Gets Votes 


| Although Gold Medal leads all 
|flour brands in Milwaukee, with 


Use Less Dog Food 


| Red Heart leads among dog 
|foods in Milwaukee, Washington 
‘and Baltimore, but its popularity 


Whereas in Washington, 57% of 38.9%, and is passed only by | is about twice as great in the two 


Negroes were found to buy their | Omar, a regional brand, in Omaha| western cities. 
in| (35.5%), from half to two-thirds|Omaha and Hunt Club in Phila- 


at Safeway stores, 


Pard is first in 


Baltimore and Philadelphia they | of Negro families in the three east-|delphia. Although dog ownership 


deal primarily with independents. 


lern cities prefer it. Similarly, 


|is nearly as high among the east- 


Me es hee 


Main unit of J. P. Willinger’s electrified farm, housing 40 head of Holstéeiig and 25 


Jerseys. Last summer 28 Holstein cows and 10 Jerseys, shipped 1,200 potimds Of 
Grade-B milk daily to the Fall City Milk Association. 


Because it’s cheaper— 


“If an electric motor could turn a 
wheel or run a machine, there was no 
profit either in doing it yourself or 
paying a hired man wages to do it. I 
applied that idea to farming and I 
found out that electric farming is 
cheaper than hand farming every time 
and in every way ... I relied on 
kilowatts .. . wherever possible.” 

—]j. P. Willinger 

Forced to give up his land to a 
war plant in early 1945, J. P. 
Willinger picked up another farm 
of 344 acres, and a Holstein herd. 
With hired help so scarce, he 
hesitated at first . . . but the fact 
that the farm was linked to the 
county lines decided him. 


usr summer he had _ twenty- 
eight Holstein and ten Jersey cows, 
shipped 1,200 pounds Grade-B milk 
a day, ran the place with two 
helpers. And all the electrical aids 
he could find—milking machines, 
milk testers, milk coolers, water 
heaters, five electric pumps, feed 
mixers... Which home appliances 
cost him only $15.00 per month... 
His farm was recently pictured and 
described in “Electric Farming is 
Cheaper” in SuccessFuL FARMING. 

SuccessFUL FARMING publishes 
reports rather than articles, puts 


practice above theory; promotes 
electricity on the farm as an 
economy, pre-sells its audience on 
new equipment and appliances. 
For this prepared audience, the 
manufacturer needs only to name 
his products and tell where they 
can be bought. 

With more than a million farm 
home subscribers in the thirteen 
Heart States plus New York and 
Pennsylvania where farming is a 
big business... SF reaches 42% of 
the farmers in the territory—and 
the best farmers, with the largest 
investment in land and machinery, 
with the best crops, cash incomes 
and profits... with five years of 
savings to spend for improvements 
. . . is not only the best farm 
medium, but also one of the best 
business mediums available to 
the electrical manufacturer .. . 
Details from any SF office . 
SuccessFUL FArminG, Des Moines, 
New York, Chicago, Atlanta, San 
Francisco, Los Angeles, Detroit. 


a 


The electric power sprayer saves five minutes 
each milking, 10 minutes daily, 60 hours a 
year. Figure that at your wage rate! 


sili. sa i le 


xe 


They use a triple-unit milker, go down that 
line of cows FAST. Current charges on all 


equipment total $15 monthly—-500 kwh, 


Ses ak i ee a 


od 


es 
& 


Willi 


nger figu 


res he mixes about a ton of feed 


weekly and that the electric mixer saves him 
at least a full hour a week of labor. i 


\\ ater, under pressure, 
Relhind Willinger may be seen one of two — 
\-can electrically-operated cooling units. 


speeds the cleaning. 
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ern Negroes as the western whi es 
|}use of dog food is about one-th irq 
| less, 

The proportion of Negroes us nz 
| packaged coffee is about 85% in 
| the eastern cities, as compa) eq 
| with about 97% for whites in }\ 
waukee and Omaha, and the p vo. 
|portion of flour users is sligh ly 
less—about 94% to 99%. The ise 
of pancake and waffle mixes, hovy- 
ever, is about the same, and ine 
Negro families buy slightly more 
bread. 

A somewhat higher proportion 
of Negroes than whites appareni|y 
buys soap products for household 
laundry use. A _ different brand 
was found to lead in most areas— 
Fels Naptha bar in Milwaukee and 
Philadelphia, Oxydol in Omaha, 
Ivory in Washington, Octagon in 
Baltimore. 


Colgate a Favorite 


The Negro use of toothpaste is 
slightly less than that of the west- 
ern whites, both being around 
|70%. Colgate is ahead in all mar- 
|kets except Omaha, where it is 
slightly outranked by Pepsodent, 
| but Colgate averages about 50% 
|stronger in the Negro markets 
| than in the white. Pepsodent is 
|second in Washington and’ Phila- 
|delphia and Ipana second in Bal- 
| timore. 
| About 40% of the Negro fam- 
‘ilies buy packaged liquor, and 
j}about one-third of these prefer 
blended whisky. In Washington 
rum is second, in Baltimore anc 
Philadelphia, gin. About 70% of 
the colored families buy “cola’ 
drinks, with Coca-Cola preferred 

The proportion of eastern Negr 
and western white cigaret smokers 
appears to be about the same— 

60%, but about 40% of the easter 

colored women smoke cigarets a: 

against about 30% of the wester 

white women. Although Luck) 

Strike was first in nationwide vol- 

ume in 1945, and leads among 

Milwaukee men and Milwaukee 

and Omaha women, Camel is pre- 

ferred by about 40% of the Neg! 
men in all three cities; Chester- 

field is second, with about 23% 

and Lucky averages only about 

13%. Similarly, Camel leads among 

Negro women, with more thar 

30%. Philip Morris is second ir 


Washington, Lucky Strike in Bal- 
timore and Chesterfield in Phila- 


delphia. 
Chevrolet, Ford Leaders 


Motor car ownership amon 
Negroes in Washington is abou 
|three times as great, proportion 
ately, as in Baltimore and abou 
| four times as great as Philadelphia 
Chevrolet, prewar national sale 
| leader, is first in Washington, an 
| Ford first in Baltimore and Phila 
delphia. More than 27% of 
Washingtonians plan to buy 
new car when available, as co 
pared with 17.5% of the Bait 
more and 22.5% of the Philadel! 
phia families. 

About 87% of the Washin 
Negro families own war bonds, 4 
against 81.7% of the Baltimorea's 
and 74.2% of the Philadelphians 
One-fifth of all these groups | 
to use this money for educa 
of children, and one-third to 
or build or improve a home. F 0" 
24 to 31%, however, are undeci: ed 


or will devote the money to | 


ings or other purposes. 
From 58%, in Washingtor ‘& 


Photostat divisions 
540 N. MICHIG/ 
185 N. WABASt 
410 N. MICHIGA’ AVE 
111 E. DELAWA! 


\ Photography 540 N. MICHIGAN AVE. 
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65%, in Philadelphia, of all Negro | Crane Co. Increases penta 


families have weekly earnings be- 
teen $20 and $57.50, but the pro- 
portion in the $38-$57.50 group is 
now generally higher than in the 
¢20-$37.50 group. In Washington, 
a out 30% of families earn $58 or 
more, as compared with about 25% 
in Baltimore and about 20% in 
Ppoiladelphia. An average of one 

one-third members of fam- 
s in all three cities is em- 
| yed. 

\mong the families interviewed, 
49.6% in Philadelphia, 65.3% in 
Washington, and 82.7% in Balti- 


| 
| 


more were found to read the Afro- | 


American regularly, and about 23% 
more “occasionally.” 


Magazine Reading Habits 


[he Washington families rank 
higher aS magazine readers than 
do those of Baltimore and Phila- 


delphia—84.3% buying magazines | 


regularly, as against 62.6% and 
51.4%, respectively, in the other 
cities. Four times as many Wash- 


ingtonians buy weekly magazines | 


as do the Negro families in the 
other cities, and 50% 
monthlies. The Washington fam- 
ilies also buy slightly more picture 
magazines, but the Baltimore and 
Philadelphia families buy more 
fiction magazines. 


EBONY’ CIRCULATION 
NEARS 200,000-MARK 

Chicago, March 14.—Ebony, 
monthly 25-cent picture magazine 
introduced last fall by Negro Di- 
gest Publishing Company, Chicago, 
has boosted sales from 73,000 in 
November to 154,000 in February, 
and expects a net sale of about 
200,000 by May, the magazine 


points out in issuing a circulation 
| 


breakdown for advertisers, 

The Negro market, Ebony shows, 
represents $3,500,000,000 in sav- 
ings and has an annual income of 
$10 billion. 


Begin Operations of 
New Canadian Station 


Station CFJM, Brockville, Ont., 
began operations last week under 
the direction of Eastern Ontario 
Broadcasting Ltd. Jack Murray 
if Jack Murray Ltd., Toronto, is 
resident of the new organization, 
while the operation of the station 
s under the direction of Ross 


ers 


amon 
is abou 
portion 
d abou 
idelphia 
al 
ton, an 
d Phila 

of th 

buy 
as com 
e Ba 
Phila 


saie 


shin 
ponds 
more 
elphi: 
ups | 
duc: 
1 to 

ne. I 
idec 

’ to 


igton i 


visions 
CHIG/ 
\BASt 
CHIGA 
LAWA 


Wright. 

Adam Young Jr. is handling the 
Inited States representation and 
James Alexander is Canadian rep- 
esentative in Toronto and Mont- 
eal. 


3elden Names Two; 
Rogers to Mid-States 


Richard G. Wise, recently dis- 
harged from the Army, and Wil- 
iam Todd, former naval lieuten- 
int, have been appointed service 
nanager and advertising man- 

er, respectively, of Belden Mfg. 

mpany, Chicago, industrial wire 
nd cable manufacturer. 

L. Baird Rogers, advertising 

motion manager of the com- 


esident of Mid-States Industrial 
rporation, Rockford, Ill. 


all want to know why certain 
ods, drinks, cosmetics and 


‘or it is all around you, with 
n billion dollars to spend on 
rything people buy anywhere. 
, the Negro market is so close 
is all that it’s easy to overlook 
And yet it is amazingly easy to 
h it, too, for the Negro looks 


his race press for guidance. 
ir advertising in his papers can 
n his confidence, good will, and 
ilar patronage. 


no matter what your product is, 
will pay you to write to Inter- 
e United Newspapers, Inc., 545 
h Avenue, New York, for the 
‘s and the success stories built 
of reaching this great and 
wing market through economi- 
advertising. Write now. 


ny, has resigned to become vice- | 


more buy | 


lic YOU HAVEN'T. 
SEEN THIS MARKET 


arettes are missing out on it. | 


Ad & Sales Staff | 


Crane Company, Chicago, has | 
added the following men to the) 
staff of the advertising and sales | 
promotion department: Marvin E. | 
Smith, director of advertising for 
plumbing and heating; Robert P. 
Straetz, assistant to supervisor 
of sales training; Richard H. 
Irmiter, director of publicity; H. A. 
Countryman, director of advertis- 
ing for valves and fittings and 
editor of “Valve World,” the Crane 


house organ, and C. J. Michael, 


ee 


director of exhibits and _ trade 

L. R. Varney, head of the plumb- 
ing and heating advertising sec- 
tion, is doing only part-time work 
while recovering from a_ serious 


illness. 


Titan Account to Warner 


Titan Mfg. Company, Buffalo, 
maker of industrial serpentine heat 
units and household heaters, has 


appointed Harold Warner Com-|pany, Hamilton, O., will open a\_. 


pany, Buffalo, to handle its ad- 
vertising. 


Davison Heads Sales 

| E. H. Davison, acting manager 
‘of heating sales since September, 
1945, has been named manager 
\of heating sales of the Williams 
| Oil-O-Matic Division, Eureka Wil- 
\liams Corporation, Bloomington, 
Ill. 


‘To Open Detroit Office 
Champion Paper & Fibre Com- 


/new central sales office May 1 at 
1/1711 Fisher building, Detroit 2. 
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|The new office will replace the 
|one formerly operated in Cleve- 
|land and will be managed by Her- 
bert W. Suter Jr. 


| Weekly Automotive Trade Newspaper 
| Covers the 11 Western States 

wae lst in California (rated 2nd in Retail Sales, 
| Ist in Auto Registry) 


|. . . Ist in Los Angeles County (rated 8rd ip 
Retail Market Area, 1st in Automotive 


Market) 
. Ist to Service Stations, Car Dealers, Aute 
14 


Repair Services in 11 Western States 
Office—1!700 West 8th St., ye hy . - 


Main 
| San Francisco (5), 690 Market 


Shs is Toledo 


...home of HAUGHTON ELEVATORS 


her of Toledo’s diversified industries 


... anot 


ger ien 


Bh 


wet 
iy ren * 


Established some eighty years ago, Haughton was a pioneer 


Cn ee Se tae OE ae ag MC a i heron 3 
ae i A ee Sig aod Bias 2 ia 3 oi 


in the elevator industry. Haughton early established a reputa- 


tion for elevators of long life and low upkeep cost. It is today 


one of the nation’s largest manufacturers of passenger and 


The Blade 


...and this is the 


TOLEDO BLADE 


unites in its family 


of readers the many thousand 
skilled workers 
highly diversified 


in Toledo's 
industries, 


freight elevators, with the most modern elevator manufactur- 
ing plant in the Middle West ...a truly distinguished member 


of Toledo’s family of diversified industries. 


generations 
THE BLADE—part and parcel 
of the city’s life for a century, 
and more. 


who, like all other Toledoans, 
look to it for news, comment, 
information and entertainment 
...just as Toledoans of other 
have looked 


to 
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9 Cargo Airlines 
Set Up Institute 
for Air Transport 


New York, March 12.—The In- 
stitute of Air Transportation, a 
cooperative non-profit organiza- 
tion, has been chartered by nine 
airlines throughout the country, 
established as cargo contract car- 
riers, passenger charter and non- 
scheduled operators. The institute 
will coordinate the airlines’ systems 
and operation problems, and will 
assist in working out mutual poli- 


cies on air cargo routing, rates and | 


packaging. 
Charter members, currently op- 
erating 75 planes, with 30 addi- 


tional on order, are American Air 


Express & Importing Company; | 
National Skyways Freight Cor-| 
poration (formerly the Flying 


Tigers); Pacific Air Cargo Com- 
pany; Trans-Caribbean Air Cargo 
Lines; Trans-Marine Airlines; 
U. S. Airlines; Veterans’ Air Ex- 
press, Veterans’ Air Lines; Willis 


Air Service; Boochever, Cameron | 
|& Bobrick, Esqs. (attorneys), and} 
Cannon & Smith, insurance brok- | 
ers. 


Plans Educational Work 


“Returning veterans, to a great} 
extent, are the organizers and per- 
sonnel of companies forming the | 
linstitute,”’ reports Sigfried O. Sam- 
uelsson, chairman of the board of | 
IAT. “Aircraft released by the 
| gov ernment and new planes soon 
‘to be available will provide great 
expansion in charter, contract and 
non-schedule air transportation. It 
lis conceivable that in a few years 
iseveral thousand planes can be 
profitably operated in these serv- 
ices. . .” 

The IAT, which has national 
j|headquarters at 500 Fifth Ave., 
| also plans to work out an educa- 
tional program to stimulate the 
use of air transportation. 


Y&R, Mexico, Moves 


Mexico City office to 


Juarez 64-711. 


Heads Detroit Art Club 


Halsey Davidson, vice-president 
and art director of Campbell- 
Ewald Company, Detroit, has been 
jelected president of the newly or-| % 

ganized Art Directors Club of De- | 
| froit. Other officers are: 
Di Marco, Maxon, Inc., 
president; Ralph Breding, J. Wal- 
| ter Thompson Company, 2nd vice- 
|president; Frank Williams, con- 
sultant, secretary, and Alfred F. 
|Plate, Fred M. Randall Company, 
treasurer. 


Harris, Upham to JWT 

Harris, Upham & Co., member 
of the New York Stock Exchange, 
has launched a major advertising 
campaign through the Wall St. 
office of J. Walter Thompson Com- 
pany. Newspapers in leading fi- 
nancial centers and national maga- 
zines are being used. 


Ricco | 


Ist vice-| 


| Reopens Chicago Office 


|tive advertising 


| Lt. Robert E. Hertel has re- 
lopened the Chicago office of Im- 
plement 


combat 
gence officer. 


= 


& Tractor at 307 N.| 
Young & Rubicam has moved its | Michigan Ave., after four years in| 


Avenida |the Navy as air intelli- | 


Purchase Agents 
Want More Facts 
in Advertising 


New York, March 12.—Informa- 
which describes 


equipment or materials specifically | 


in terms of reduced manpower, 


longer wear or greater productiv- | 
ity in factories is sought by pur-| 


chasing agents, said Walter E. 
Cummin, purchasing agent of the 
White Laboratories, Inc., 


Newark, | 


before the Industrial Advertising | 


Association of New York last 
night. 

“In other 
pointed out, “we are not inter- 
ested in a cost but rather in an 
ultimate price. As an example: 


a piece of rubber hose might be 


words,” 


bought for 6 cents a foot, and wear | 


out in 60 days, whereas a competi- 
tive hose might cost 25 cents a foot 
and last 12 or 15 years.” 

He emphasized that in addition 
to the long-term worth of prod- | 
| ucts, 


Mr. Cummin | 


ber 30, 1945. 


= 


Market data from Sales —— 
Management 1945 survey [iia 
of buying power for this 
26-county ABC trading 
area of Oklahoma City ... 
Circulation figures: Pub- 
lishers statement, Septem- 


THE OKLAHOMA PUBLISHING CO.: THE FARMER-STOCKMAN — WKY, OKLAHOMA CITY —- KVOR, COLORADO SPRINGS 
KLZ, DENVER (UNDER AFFILIATED MANAGEMENT) - REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


the financial ability of the it for possible error or omission. 


Advertising Age, March 18, 1! 4, 


FOR BIRDS—Product visibility and 

freshness feature this American Bird 

Products package, made of Sylvania 

cellophane by Crystal Tube Corp. The 

trademark is printed in three colors for 
easy identification. 


seller to fill the order is an im- 
portant factor. Also, “frequent; 
we ask to see an estimate, to check 


|}and many, many times the PA has 
/pointed out glaring errors or omis- 
isions that would revise the ven- 
|der’s price upward considerably.’ 
| The purchasing agent musi be 
sure that orders are received on 
the specified delivery dates and 
that the materials are of the speci- 
fied amount and quality, he said. 

He can help educate the man- 
agement, labor and other depart- 
ments, including the salesmen, i) 
planning procedures and forecast- 
ing, “the unavailability of some 
materials and the reason for it, a 
frequently in creating opportuni- 
ties for his sales or advertising de- 
partments to capitalize on some 
good possibility that he is likely t 
hear of through his contacts,” M: 
Cummin said. 


Buckley Expands on 


25th Anniversary 


The Earle A. Buckley Organiza- 
tion, Philadelphia agency, has 
celebrated its 25th anniversary by 
moving into larger quarters in the 
Insurance Company of Nort! 
America building, 1600 Arch St 

Charles A. White Jr., recentl) 
released from the Army, has re- 
turned to the agency as executive 
vice-president and head of the 
public relations division. 


Oakland Issues Booklet 


The Metropolitan Oakland Area 
Committee, Oakland, Cal., has re- 
vised its industrial booklet, “It’s 
An Amazing New West,” whic! 
contains latest information an 
statistics for eastern manufactu 
ers who plan western plants. The 
booklet was prepared by Wil 
Rogers Parker, advertising dir 
tor of the committee. 
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| PRINTING 


Leading Agencies 
Rely On Faithorn 
3-in-] Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 


cies through our COMPLETE 


SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
and Printing... all under 


ONE roof. Phone or write to 


THE FAITHORN CORPORATIO! 
400 N. Rush St., Chicago'll 
Phone WHitehall 2300 
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Washington, March 14.— Gov- 
nment elements that have been 
essing for better labeling feel 
iat Commerce Secretary Henry 
Vallace’s letter inviting the Ameri- 
in Standards Association to step 
p its activities will release tre- 
1endous industry pressure on pro- 
ucers who have argued that 
rands names are sufficient label- 
ng protection for consumers. 

Much of the industry pressure 
vill originate, they point out, from 


the fact that Mr. Wallace retains 
o many strings that ASA must 
meet his conditions, or industry 


must expect revival and expansion 
of government standards work, 
perhaps accompanied by a “seal of 
approval” which small firms can 
use as a merchandising device to 
compete with nationally advertised 
products. 

Here, too, it is recognized that 
Wallace has dictated a rough course 
for ASA. Some of the consumer 
groups like the American Home 
Economics Association feel gov- 
ernment should continue to issue 
standards, and even the AFL, heart 
and soul behind ASA, warns that 
the effort cannot succeed unless 
ASA abolishes the veto enabling a 
single industry to kill ‘standards 
generally agreed on as desirable 
and greatly needed by consumers.”’ 


Coal and railroad interests have 
carried the brunt of the _ fight 
against the St. Lawrence waterway 
so far, with the National Coal As- 
sociation warning that Canadian, 
British and Russian coal might 
reach the Great Lakes industrial 
areas in competition with the do- 
mestic product. Mineral industry 
and maritime groups are also op- 
posed, the maritime people report- 
ing the rather startling fact that 
91.3% of American shipping would 
be unable to use the 24-foot chan- 
nel. 


Latest to join the 60-odd indus- 
tries applying for FTC trade prac- 
tice rules is the $75,000,000 piston 
ring manufacturing trade, which 
will meet early next month to 


WINSTON-SALEM 
.... world's largest 
bright leaf tobacco 
market. 


In addition to breaking all pre- 
vious sales records, Winston-Salem 
merged from the recently com- 
leted tobacco selling season the 
vorld's largest bright leaf tobacco 
arket. For over seventy million 
ounds of "yellow gold" farmers 
this area received $30,764,736.52 
. or an average of $43.88 per 
ndred pounds. 


This is PLUS purchasing power 
rned loose in a market that con- 
ues to loom larger in importance 
a "MUST" for advertisers with 
mething to sell in North Caro- 
a. 


OURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 


By STANLEY E. COHEN, Washington Editor. 


Wallace Letter Makes 
Grade Action Likely 


draw up a code outlawing cut- 
throat practices. Stimulating agree- 
ment at that session in Chicago is 
the fact that the sixth circuit court 
of appeals recently supported an 
FTC order preventing Hastings 
Mfg. Company, second largest 
member of the industry, from buy- 
ing up competitors’ products, and 
making loans to distributors. 


Bod * 


Commerce Department support 


for lower taxes for executives may 


not be a dead issue after all. de- 
spite the finality with which Henry 
Wallace squelched his director of 
Domestic Commerce, Al Browning, 
when the subject came up at a 
press conference a week ago. A 
new incentive division is to be set 
up under Browning, including spe- 
cial units to determine how incen- 
tive plans for salesmen and execu- 
tives can increase production and 
distribution. 


Just as the House interstate com- 
merce committee completed ex- 
tensive pro and con testimony on 
the Reece Bill to reform FTC, the 
spotlight of improvement of admin- 
istrative law proceedings shifted 
to the Senate, where the McCarran 


Bill prescribing uniform rules for) 


all agencies had the floor. En- 
dorsed by the Justice Department 


and the American Bar Association, 
the McCarran Bill rates a good 
chance of becoming law—so good, 
in fact, that FTC is adopting pro- 
visions compartmentalizing the 
prosecutor and judge functions. 


The Wyatt 
ripped apart in 


housing program, 
the House, must 
wait in line for attention in the 
Senate. Bottleneck is the Senate 
banking and currency committee 
currently in the midst of hearings 
on the British loan. Once that 
controversial measure is out of the 
way, the committee will probably 


tackle renewal of price control, 
leaving the housing program to 
cool off. 


Another busy Senate committee 
is the education and labor commit- 


33 


tee, soon to be embroiled in a 
filibuster on the 65-cent minimum 
wage bill. At the moment the com- 


mittee is trying to work out a 
stingless substitute for the Case 


Labor Bill, while starting April 2, 
it will plunge into four weeks of 
hearings on the National Health 
Program, providing health insur- 
ance covering physician, medicine 
and nursing care, and new funds 
for public health services. 


INBIANAPOLISG 
INDIANA 


... IN ITS OWN 
NEWSPAPER > 


wice each week RerarLinc comes to the desks of the retailers 
who buy most of the nation’s Furniture, Bedding, Curtains, Floor 
Coverings, Draperies, China, Glassware, Lamps, Decorative Acces- 


0 sell the trade 


TALK to the trade 


where it listens most attentively 


sories, Housewares, Major Appliances, Radios and Television Sets. 


Twice weekly it brings them the live, up-to-the-hour news that 


Twice WEEKLY — published 


affects their daily decisions, influences their purchases, guides their 


planning. 


They read Rerattinc—eagerly, thoroughly, usually immediately 


Monday and Thursday. 


20,071 NET PAID circulation now, 
including 9359 1n 4304 furniture 
stores, 2063 department stores, 


—for only Reratttnc brings them all the news they need to operate 


their stores successfully in this fast-moving field. 


That’s why 751 advertisers use ReTaiLinc to carry their messages 
to the dealer. That’s why Simmons and Mohawk Carpet Mills and 
Silex Co. and R. P. Morton Co. and many others spend from $5000 
to $35,000 a year to advertise in Rerartinc. That’s why advertising 
agencies recommend RerarLinc, why advertisers prefer it, why 
RETAILING is indispensable in the job of selling the trade. 


RETAILING is no “put-it-on-the-shelf-to-read-later” trade magazine. 


Few Buyers buy 


1140 chain and spectalty stores 


only furniture, 


only bedding, only radios or onl) 


any 
cove red by 
Juve 


Ont ot the 


Women's 
Wear, Fo 
News 

} 
national 


Directories 


It’s the on/y home furnishings NEWSpaper. It gets there fast, gets 


read first, gets your advertising the quick attention it deserves. 


other lines 
RETAILING’S 
read the 


one ot seven 
news 


rs preter to one 


publication covering all the news 
ot all the lines they bu 


famous Fairchild 


family of publications including: 
if ¢ adi 
fu'eda) 
Re col d, 


and 


Daily, 
Vews 
Fairchild 

Fairchild 


Men's 
Daily 
Inte) 


Trade 


WRITE for sampl Cop a d 
personal help 
trade, from 


with selling th 


1 RETAILING 


the-trade « xpert 


FAIRCHILD BUILDING, 8 E. 13TH ST.,NEW YORK CITY 3 


The ONLY home furnishings )NEWSpaper 
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FCC Recognizes 


That Money Counts 


in Tele Operation 


Katz Station Bid 
Refused Because of 
Finance Problem 


Washington, March 13.— The 
Federal Communications Commis- 
sion, which with one hand ham- 
mers radio stations for not spend- 
ing enough money on sustaining 
“public interest’? programs, now 
writes with the other—the cir- 
cumstances being convenient—that 
the radio business may not be so 
profitable in the immediate future. 

This pessimistic prediction is 
one of the “conclusions of law” 
leading the commission to deny 
the application of the Capital 
Broadcasting Company, the one 
applicant definitely turned down 
when the commission issued a pro- 
posed decision last week, assuring 
Washington television outlets to 
three of the major networks. 

While for one reason or another, 
FCC proposed to assign three of 
the four available black and white 
television channels for the nation’s 
capital to members of the NBC, 
ABC and Mutual networks, it 
slammed the door in the face of 
the Capital Broadcasting Company, 
operator of the independent 
WWDC, on the grounds that “a 


sample, it is clear that only the}! 
well-heeled are to break into tele- 
vision in the beginning. 

Unwilling to hazard how long 


| 


station, the only locally owned ap- | 
plicant. 

Next priority, according to FCC, | 
is for applicants not already in the | 


duly degrading its program serv- 
ice,” the commission said. 

The commission added that suc- 
cessful entry of Capital into the 


the medium will continue to be a| business, for FCC feels that own- | television field “is dependent to a 


losing proposition, FCC made defi- 
/nite committments only to NBC, 
|The Bamberger Broadcasting Sys- 
{tem and the Washington Evening 
| Star, all of them offering backing 
|enabling them to operate without 
| advertising revenue for long peri- 
|ods. 


man Joe Katz. The commission 
noted that the Joseph Katz Com- 
pany had a net income before 
taxes of over $100,000 during the 
past seven years, and that WWDC, 
his standard station here, was net- 
ting a profit. It objected to a fore- 
cast of television operations based 
on television time sales in 1947, | 
1948, and 1949, and heavy WWDC 
profits in that period. 


Prefers Network Outlets 


Also standing out in the com- 
mission deliberations among the 
Washington applicants is the find- | 
ing that networks should have a 
priority on television stations here. 
In ordering further hearings on) 
the applications of Phileco and Du- 
Mont for Washington’s only unas- | 
signed station, FCC reminds these 
applicants pointedly that it would | 
prefer to have an application from | 
a network. CBS has not asked for 
a black and white channel here. 

Approaching the job of picking 
four successful candidates from six 
firms asking for licenses, FCC first | 
narrows the field by giving a pref- 


serious question arises of their | 
financial qualification.” | 

If the commission decision in| 
the Washington cases is any| 


erence to those with “substantial | 
local interest.” Quickly FCC| 
granted a channel to The Evening 
Star Broadcasting Company, news- 
paper-operator of WMAL, an ABC 


IN GREATER KA 


plus 
Makes K 


by Federol Reserve Bank of Kansas City. 


“KANSAS CITY THIS YEAR 


POWER fa 
CMO’s proven SELLING 
; KC's growing BUYING POWER 


CMO a SELLING NATURAL! . 


Plonned employment gain, 1946 over 1945, bosed on 
Committee for Economic Development survey prepared 


27.7% 
GAIN 


12.7% 0 Gane fae 
G wees 


AIN 


KCMO is a Selling Natur: 


Lowest cost per radio family 


ings... 
ing market. For availabilitic 
City’s outstanding selling s 


John E. Pearson office. 


Today. 5000 WATTS 


COMING cco watts nicuy at 810 ke 


BASIC STATION 


AMERICAN Broadcasting Co. 


Represented by 


JOHN E. PEARSON 


NEW YORK 


CHICAGO 


23.9% 
GAIN 


10: 


Transportation — 
Communications | 


il in more ways than one! 


... healthy program rat- 


more value per advertising dollar in this thriv- 


*s on KCMO, Greater Kansas 


tation, contact your nearest 


KANSAS CITY 


The Capital Broadcasting Com-_ 
pany is owned by Baltimore ad-_| 


ership should be diffused wherever 


possible. Under this formula, FCC 
approved the application of the 
Bamberger Broadcasting Service, 
affiliated with Mutual, and came 
face to face with the application 
of Capital Broadcasting Company. 


Financial Consideration 


In ruling out Capital, FCC said 
\its ability to operate would depend 
'“too much upon the ability of 
|/WWDC to earn money at a higher 
\rate than it has ever earned be- 
fore.” 

‘With repeal of the excess profits 
‘tax, with the greater availability 
‘of facilities in advertising media 
competitive with radio, and with 


the expectation that in the near 


future the commission will license | 
stations in| 
Washington, it is extremely doubt- | 
|ful that WWDC can maintain such 


as many as 12 FM 


a high earning rate without un- 


large extent upon its ability suc- 
cessfully to sell time on its tele- 
vision at an early date.” FCC said 
it is of the opinion “that it is too 
early at this stage to predict with 
any accuracy what the operating 
revenues of television stations 
are going to be.” 


Yes or No Decision 


Of the three remaining appli- 
cants, FCC easily cleared the Na- 
tional Broadcasting Company on 
the basis of a proposed television 
network, and demonstrated experi- 
ence in radio. It was unable to 
decide between the DuMont and 
Philco applications for the fourth 
channel, postponing a_ decision 
pending further argument. 

At one point FCC swung toward 
DuMont on the grounds that it 
already had a non-commercial sta- 
tion operating, which could bring 
television to Washington at an 
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early date. Emphasizing that suc! 
experimental stations must not be 
come a wedge for securing 
license for a commercial statior 
the commission decided that Philc. 
had an equally good case anywa: 
because its proposed tower siti 
provided .superior coverage. 


Names Goldsmith V.P. 


Harry B. Goldsmith Jr., for 
merly vice-president in charge o 
advertising of Grove Laboratories 
St. Louis, has been named vice. 
president of Russel M. Seeds Com. 
pany, Chicago, effective April 1. 


Names Botsford Agency 


First California Company, Sai 
Francisco, has appointed the Sai 
Francisco office of Botsford, Con- 
stantine & Gardner to handle it 
advertising. 


Hexol Appoints FC&B 


Hexol, Inc., San _ Francisco 
germicides and disinfectants, ha 


its advertising. 


appointed the San Francisco office 
of Foote, Cone & Belding to handle 


sisal 34 eS 1d 
£1 
, W 
a an 
a ai 
yn: 
N 
— ee a : 
ie a i 
; ite 
/ : re 
Ya re 
ot ee Chel 
ra a Lnitir 
mee a Geol 
poss Mve 
ee McG 
ares fk P 
Pa ff Com 
os O'F 
ere O’ 
man 
7 TT ——=x pe an 
vide 
Colli 
a EET es spot 
2 
es eee 
. 8 , f | 
7 ‘ oe i 
3 E * | a J e ig ‘ ’ - - Ee, 
aise | sili “% os > % 
ae . : — 0 | < : ‘ uy * - Tt. wt a, 
q ~ | al “nlc = & 
5 | | : § a ae ite 4 : 4 
Z ee 21.4%68 ~@§ o § 0 \ ee — 
a GAIN | , | | x yk 
a » ’ —_ 
; ee oe | 
; 5 < a | —/, 
= 5 | > 
} PF \ age 
ua ES —_— a  ~ 
is _ ’ @ = 4 ve 
—— << — st ee . r 
= oe - zg | 
es “K.-)§ — 
‘ | Ge i odin 
——— =a. 
SC iealall 
faa, . Ses = 86. | 6 
_ fi 


3, 194 {dvertising Age, March 18, 1946 35 
it suc} am : the selling, now aired over WLW, : | $41,000,000 to the payroll annu- 
10t be Nerner N ed Chairman yr ona will be extended to New Mat Service Ford Ad Tells ally . . . and provides strong as- 
‘ing {New ANA Committee other stations. Full page, two- Features Western Goods -— surance that recognized standards 
statior William G. Werner, Procter &|COlor trade advertisements round| Keene Western Newspaper serv-| Of Provisions of production will be maintained. 
Phile: amble Company, has been named peg Oats i oe r ps ice, new general newspaper ad- | We hope thus to eliminate costly 
nywa: airman of the government rela- ne cy is Garfie uid, San | vertising mat service, has begun | Of UAW Contract work stoppages and to increase 
sa ithe yns committee of the Association | ¥rancisco. /monthly publication in San Fran-| , ; worker productivity.” Cost to the 
National Advertisers, New York. | a ar leisco with the March issue. First Detroit, March 13.— Captioned P h as tien 1108 
her members of the committee Elofson in New Post ‘edition contains 36 pages of il-|“What the New Ford Contract|©Om™pany when produ se 
e: ..| ©.’ Rhodius Elofson, formerly ‘lustrations and includes mats for |Means—to us . .. and to you,” an | Stand idle for one yt — aaeait 
P. Herbert D. Bissell, Electric | .. yarn advertising representative |D¢WSPaper color advertisements. |ad appearing last week in approxi-|tinues, amounts to $400,000. a 
“wm ito-Lite Company; Charles E.|¢- “american Aviation Publica. | Western made and western dis-| mately 135 newspapers in 90 cities|__4" insert, signed by Henry For 
, rey, Goebel Brewing Company; |,: cw ltributed merchandise is featured |... ; II, notes that “the factory cannot 
arge oO rold L. Curtis, Shell Oil Com- tions, Washington, D. C., has been lby the service explained to the public the salient Ane ‘ob ty the buying oublle 
atories ny: Richard XK. Hines. Vick named to a newly created position | "mandaeaiocs ill das Gelade divert \features of the new agreement re- jma yg ew y the buying p 
1 vice Chemical Company; Allyn B. Mc- of advertising director for all | gevelo ad low Edgar W. Brannen |Cently effected between Ford | ©@? o that. : 
s Com- intire, Pepperell Mfg Company; | domestic space sales, and will iovsner sbvertian manager of the |Motor Company and the United |. ORT eale of OnE nares 
ril 1. G orge McMillan, Bristol- pm ae advertising sales for Post Dispatch, Pittsburg, Cal, and | Automobile Workers. is the only real security Scag _ 
Myers Company; W. E. aeons 0 a poche sa Daily Record, Chico, Cal., are at | The ad, Walter Blanchard, Ford | us will ever have. The be ye 
ncy McGraw Electric Company, and |\4 i ion Traffic Guide ervea” | 3004 16th St., San Francisco 3. | advertising executive, agreed, fur- | ”¢ all do our eg as less bay 
ste: F. J. Solon, Owens-Illinois Glass | : —------ _ . |ther delineates the company’s pol- eon pied meg aan tn prbense 
he San > a a. ‘Advertising Club Starts |!ssues Housewares Guide icy—in effect since Henry Ford IT|i"° 18° Wil be, and the better 
i, Con- ae : | ‘ ; The 1946 edition of the National|took the helm, first as executive |JOOS Mere wih be, — 
ate. it O'Brien's Starts Drive |Veterans Aid Committee Housewares Directory, 400-page | vice-president and then as presi- | Paid everyone will be. No wage is 
omeee “— San Jose, co. ee ee ay Advertising sannend guide to housewares man-|dent—of “letting the public know” | t00 high that is earned,” the state- 
manufacturer of vacuum-packe ub has founded a veterans’ ad-|ufacturers 


B 


ndies, has launched a nation- 


vide consumer campaign with one 


visory and placement committee 
to help find jobs for returning 


| trade names and products, will be |.o)yme automobile production 
lissued early in April by the As- |" 4 : 


and 


representatives, |the story of its efforts to attain;ment over Mr. Ford’s signature 


| reads. 


sass ete . , . Pointing out that the company 
ancisco, nd two-column advertisements, servicemen interested in the ad-|sociated Pot and Kettle Clubs of |,, a 5 “ . . s 
its, ha both black and white and color, |vertising field. The committee, | America. Copies may be obtained | has always been proud of paying | Mulloy Joins McCormick 
‘0 office in April issues of The New Yorker, | headed by Lowe Runkle, will work | for $5 from the publication office | the highest wages” in the auto in-| 74, w, Mulloy, formerly assist- 
) handle Collier’s and Time. Minute radio through the Oklahoma City vet- 


pots, with “Senor O’Brien” doing 


erans’ center. 


|in the Western Merchandise Mart, |dustry, the ad states that the new! ant public 


San Francisco. 


: relations director at 
contract with the UAW “will add | Boeing, Wichita, Kan., has been 


|named sales development manager 
and copy adviser for McCormick- 
Armstrong Company, Wichita. 


Younkers to Open Branch 


Younkers, Des Moines depart- 
ment store, now operating branch 
stores in Ames and Mason City, 
\Ia., and shortly to open another 
|in Iowa City, plans a fourth store 
‘in Marshalltown sometime during 
|the next year. 


Feller Names Harris 


Feller-Jones Corporation, 
York, manufacturer of D.D.T. in- 
secticides for home and agricul- 
tural use, has appointed Ralph 
Harris, New York, its advertising 
agency. 
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| PERFORMANCE 
| COUNTS... 


American business goes on with its plans for years of prosperity, all ob- 


stacles notwithstanding. Free economy has helped make this country 


what it is, and an aroused people will play rough with anything that 


blocks the crossings. Backward concerns, too, will be ground under the 


Some people pick 


wheels of progressive, onrushing business. In this powerful drive toward horses by name, some by su- 


perstitution, but those “in the 
continuous prosperity, advertising will furnish the fuel, much of it in know” bet on perfonnence. 
Performance is the most im- 
the form of printed material. Champion paper continues to be a favorite portant factor in radio adver- 


tising, too. 


WRNL has held the 


majority of daytime listeners 


everywhere, with its wide assortment of coated and uncoated for letter- 


press and offset, business papers, envelope, tablet writing, papeterie and 


for many years in the Richmond 


specials. Keep your steam up with good advertising on Champion paper. You can count on 


WRNL for top performance— 


area. 


. and results. 
THE Champuion Vier AND FIBRE COMPANY... HAMILTON, OHIO Tek, 
“. 
Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, a Na 
> > 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day NIGHT 
< 
MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS - 910 po 
District Sales Offices NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA - SAN FRANCISCO C 
EDWARD PETRY & CO., INC., 
NATIONAL REPRESENTATIVES 
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FCC Takes Action 
on Report; Asks 
for Program Info 


Composite Week's 


Schedule Sought 
from 300 Stations 


Washington, March 13. — With 


“promise versus performance’”’ its | 
battlecry, and “dereliction of duty” | 
its | 


its accusation, FCC opened 
drive to purify radio programming 
this week, by notifying nearly 300 


stations to submit details of their | 


for 
from 


schedules 
selected 
months. 

Ending years of sparring over 
programs, the commission pro- 
posed to enforce a new licensing 
procedure designed to highlight 


a composite week 


the past seven 


the amount of public service, and 
management skill exercised by 
station operators (AA, March 11). 

Back of the procedure was the 
argument that stations have not 
paid off on the blue sky vows of 
good behavior filed at the time 
that they were seeking the com- 
mission’s favor. 

Insists on Sustaining Time 


Interpreting its own selection of 
ifacts, FCC said that it can no 
‘longer be satisfied with licensees 
|who are not devoting a reasonable 
|proportion of their best time to 
sustaining programs, and to pro- 
grams featuring live local talent. 

According to the FCC theory, 
there should be plenty of adver- 
tising money flowing into radio, 
|but the station operators must re- 
tain the ability of calling a halt 
on advertiser demand for the best 
time periods. 

“To permit advertisers to dic- 
tate either the proportion of time 
which a station shall devote to 
sustaining programs or any other 
major policy decision is inconsis- 


tent with the basic principles of 
licensee responsibility on which 
American broadcasting has always 
rested,” FCC said. 

NAB Head Disagrees 


NAB President Justin Miailler, 
late of the circuit court of appeals 
here, saw it another way. Detect- 


ing “grave questions of constitu- | 


tionality,’ he saw free speech 
threatened, declared that last 
week’s report on programming “re- 
veals a lack of faith in the Ameri- 
can system of free radio and a 
desire to impose artificial and ar- 
bitrary controls.” 

“Both as individual licensees and 
through their national association 
broadcasters will continue in the 
future, as they have in the past, 
to improve both their programs 
and other phases of broadcasting,” 
Mr. Miller said. ‘Relying upon its 
own administrative practices, FCC 
now seeks to assert powers far be- 
yond those given it by Congress, 
and inconsistent with the consti- 
tutional limitations under which 
Congress acted.” 


In its report, FCC argues that 
with increasing advertiser influ- 
ence, radio might “easily deterior- 
ate into a means of amusing only 
one cultural stratum of the Amer- 
ican public.” To protect the pub- 
lic interest, the commission pro- 
poses to use its licensing power to 
|gouge station operators into re- 
|serving some of their best time 
for sustainers. 

Repeatedly the commission 
|agrees that advertising is the life- 
|blood of radio. It contends, how- 
|ever, that advertisers are chiefly | 
interested in product identification 
and product use; that they cannot 
be trusted to develop program 
schedules meeting the needs of the 
public as a whole. 

“If decisions today were left| 
solely or predominately to adver- 
tisers, news and_ entertainment 
would occupy substantially all of 
the time,’ FCC said. Commission 
|thinking is revealed in discussing | 
‘the soap opera, which is called 
“the cheapest of all network shows 
to produce.” | 

Noting that the 


most popular 


FILLS an 


are fast moving, they have heretofore not received current 


coverage in the western petroleum press. 


To fill this editorial void, OIL—the Oil Man’s Weekly — 
has been established by veteran publishers with a highly 
competent staff. It will provide a full weekly news and 
technical service to the western industry. Reasonable rates 


and deeper market penetration combine to make it the top 


buy in the western petroleum field. 


RUSSELL 


editorial void 
in Western PETROLEUM 
NEWS COVERAGE 


Because the most important topics and issues in petroleum 


The only 
OIL MAN’S 
Newspaper 
in the West 
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soap opera recruited only 12.5% 
the available audience, FCC 
ported that in September, 19 

NBC devoted 434 hours per d 
Monday through Friday to 19 

them, while CBS had 17 requiri 
4% hours daily. 


Reason for Imbalance 


This “imbalance” FCC said , 
sults from the fact that soap ope: 
have high product use index, a 
that their sponsors prefer smal 
audiences that are receptive thin 
larger ones which will not remen)- 
ber the commercials. 

FCC stumps for the sustaini: 
programs which it calls “the bal- 
ance wheel” redressing the sched- 
ule from the imbalance caused }, 
commercial decisions. While sta- 
tistics appear to show that 46.1% 
of the time on the air is sustain- 
ing today, FCC says the situation 
is nowhere near that good: That 
much of this time is on small sta- 
tions, and at hours when no one 
listens. 


Checks Advertiser Time 


In January, 1945, FCC said, 41 
50,000-watt stations had 67.3% 


ot 


i their time sold; 500 to 50,000-watt 


|stations had 61.3% 


reading 


market. 


LMER, a . 


Nine distinct 
advantages offered 
advertisers by OIL: 


Monday’s news 
mailed Thursday. 


Exclusive news treat- 
ment assures highest 
reader appeal. 


Broadest and deepest 
market penetration 
available in West. 


Magazine stock 
insuring quality 
reproduction at 
newspaper speed. 


Format carries all 
standard magazine 
ad plates. 


All advertising 
Opposite or next to 


Fifty-two chances a 
year to reach the 


Greatest latitude in 
ad sizes from classified 
through larger than 
standard size. 


Copy can feature 
short time element. 


matter. 


WEST FOURTH STREET, LOS ANGELES 13, CALIFOR 


‘charged 


|gram substituted: 


sold, and 250- 
watt and less 47.6%. Looking fur- 
ther into the situation, FCC 
that networks were not 
providing “sustaining programs in 
quantity” during the good listen- 
ing hours, and that many basi 
affiliates were not carrying the 
programs offered. 

As a case in point, FCC men- 
tions WCAU, Philadelphia, owned 
by the group which also controls 
CBS. With 50,000 watts and a 
clear channel, it carried 40.6% 
the sustaining programs provided 
by CBS in the week of Feb. 8. 
1945. 

For three 
WCAU’s record: 
Sunday, 12:30-1, Trans-Atlanti 
Call: “In this half hour Britis! 
and American audiences are pre- 
sented with a picture of the na- 
tional characteristics and attitudes 
of the two countries.’”” WCAU pro- 
“Ranger Joe,” 
transcribed music sponsored by) 
Ranger Joe Inc.; “Perry Coll,’ 
music sponsored by Western Sav- 
ings Fund. 


{ 
Ol 


pages FCC outlines 
For example 


Wants Promises Kept 


FCC made special note that 
WCAU carried the U. S. Rubbe! 
Company’s New York Philhar- 
monic program at 3 p.m., Sunday, 
but omitted the preceding sustain- 
ing five-minute talk by musi 
critic Olin Downes “in favor of a 
five-minute commercial program, 
‘Norman Jay Postscript,’ sponsored 
by Yellow Cab Company.” 

While FCC lists “objectionable 
commercial practices, it insists that 
its chief interest in protecting 
the general radio service by in- 
sisting on a quality of service com 
mensurate with promise; that it ! 
not interested in “the particulal 
length, content or irritating qu: 
ties of a particular commercial 
nouncement.”’ 

Insisting on management ince- 
pendence, FCC says: “The fact ' 
some advertisers are broadcast 
programs which serve as imp 
tant public interest, however, ce: 
not relieve a station of its ‘& 
sponsibiilty in the public inte! 
Broadcast licensees properly < 
sider their status to be very 


is 


— 


The Magazine that Keeos\f) 


RADIO TECHNICIAD Si 


Best Informed | 


Circulation 57,394 | 


Net Paid A.B.C. | 
* RADIO-CRAFT 
25 WEST B’/WAY, NEW YORK 7 


i 


—— 
———— 


| 


ee 36 es | 
_ » fe 
te 
a oe -—-— —_ | 
ie Be H Sp 
a pee r 
are ee | 
me. m 
a a pe 
ie H so 
Pee a 
- ca 
oa pe 
fr 
se 
eee tT 
; ir 
Fs tu 
a tw 
< . | wi 
‘ bri 
=" ei een : ee the 
Ss ; nq q é j po 
a < Pa : ae : si of 
_ : Bical ' mé 
- 7 5: | 
; j chi 
F al 
: ‘ ’ : Br 
ane = : _ V ic 
- _ ZA 2 ~ 
5 a. 
— CA ZA — Le 
| | -“ \ - po nS 
f 3 Da 
dai 
es thr 
; a : 
er lar; 
se pay 
al Sait 
; by 
J mo 
y: 
| a : 
‘a the 
ae 4,5( 
' T 
. 6 - 
| ee pan 
lus 
—————————— : 
ind 
ee 
2 8 ir 
‘ a/ 
} 
ee ns Fa 
+ ‘ 
5 | 4 
Pa 
~ : | ny Sas =i 2 oe bi tt 
a apg e. a ae ry Py. =. a. es + TE ADDE GD up 
; ie , i « . CRAET 
id iciteMWtrman Wabtiection, 
, a = 4 
- ju 


in 
ive) 


OD 
quiri 


e 
said 1 
2 ope! 
lex, a 
smal 
ve than 
reme?)- 


stainiig 
the bal- 
2 sched- 
used |) 
ile sta- 
it 46.1% 
sustain- 
situation 
a: That 
nall sta- 

no one 


ime 

said, 4] 
57.3% of 
000-watt 
and 250- 
cing fur- 
n, FCC 
vere not 
grams in 
d listen- 
ny basic 
ying the 


“C men- 
a, owned 
controls 
Ss and a 
40.6% ol 
provided 
f Feb. 8 


outlines 
example 
;-Atlanti 
r Britis! 
are pre- 
f the na- 
attitudes 
CAU pro- 
ger Joe,’ 
sored by 
ry Coll,” 
tern Sav- 


ept 


note that 
5. Rubbe! 
Philhar- 
.. Sunday, 
g sustain- 
by musi 
favor of a 
program, 
sponsored 
ctionable” 
nsists that 
protecting 
ce by 
rvice com- 
- that it Is 
particu:al 
ting qua.l- 
nercial 


nent ince- 
ne fact | 
‘~oadcast 
as imp 
vever, ce: 
of its ‘e& 
ic inte! 
perly < 

. very 


if Keeos 


ICIARS 
ed 


LA 


Advertising Age, March 18, 1946 


ferent from the status of common 
carriers, merely providing physical 
facilities for the carrying of mat- 
ter paid for and produced by 
others. 

Must Hold Responsibility 

“Broadcasters rightly insist that 
their function in the community 
and the nation is of a higher order. 
The maintenance of this inde- 
pendent status and significance, 
lowever, 
ibnegation of independent re- 
sponsibility, whether to a network 
x to advertisers. 

“The conceded merit of many or 
most programs broadcast during 
periods which a broadcaster has 
sold to others does not relieve him 
of the responsibility for broad- 
casting his own programs during 
periods which he has reserved 
from the sponsorship for public 
service.” 


Two Become Partners 


in Murray Breese 


Paul Elliott-Smith, recently re- 
turned to Murray Breese Asso- 
ciates, New York, after serving 
two and a half years in Europe 
with the psychological warfare 


P. Elliott-Smith Dr. C. Enloe Jr. 


branch, has become a partner in 


the agency and has been ap- 
pointed vice-president in charge 
of accounts and assistant general 
manager of the agency. 

Dr. Cortez F. Enloe Jr., former 
chief of the Army medical branch 
of the strategic bombing survey, 
has also become a partner in the 
Breese agency and has been named 
vice-president and medical di- 
rector of the agency. Before enter- 
ing the Army, he was the director 
of professional service of William 
R. Warner and Co., New York. 


‘London Express’ Nears 
3,500,000 Circulation 


Lord Beaverbrook’s London 
Daily Express has announced a 
daily net circulation of 3,442,366 
throughout February, which it 
claims was more than _ 100,000 
larger than any other daily news- 
paper in the world. The Express 
said its daily sales had increased 
by 279,154 copies in the last nine 
months. 

Average daily circulation for the 
New York Daily News, largest in 
the United States, is 2,150,000, with 
4,500,000 on Sundays. 


To Publish New Magazine 
Trans-World Publishing Com- 
pany, 16 E. 52nd St., New York, 
vill publish Photographic Age, a 
new magazine on business and in- 
lustrial photography, in May. La- 
erne Patane, formerly with Look 
ind Roy S. Durstine, Inc., has 
een named director of the read- 
rs’ service bureaus. 


is inconsistent with the| 


Swift's Cleanser to 


Canada; Names Agency 


Swift’s Cleanser, a new house- 
|hold product which has been ad- 
vertised in the United States for 
the past several months, is being 
introduced to the retail trade in 
Ontario by Swift Canadian Com- 
pany, Toronto. Newspapers, daily 
j}and weekly, posters and radio will 
be used when the campaign starts 
‘early in April. 
| McConnell Eastman & Co., To- 
jronto, has been appointed to 
handle the advertising of Swift’s 
soaps and cleansers. Advertising 
|will be extended beyond Ontario 
| as distribution is arranged through- 
out the Dominion. 


‘Plastic Boosts Sherman 

| Laurence R. Sherman, who for 
ithe past year has been organizing 
| the sales department to handle 


;new peacetime products, has been | 


jappointed general sales manager 
lof Plastic Film Corporation, New 
| York, 


Brokaw Named Head of 
New Commerce Division 


Secretary Henry A. Wallace has 
appointed Charles E. Brokaw, re- 
cently released from the Army and 
formerly general manager of Cul- 
len Thompson Motor Company, 
Denver, as head of a new incentive 
division in the Office of Domestic 
Commerce, to study and report on 
| bonus, profit-sharing and other in- 
centive systems which are being 


used or could be used to promote | 


| greater production. 


Frigidaire Appoints Two 
R. G. McCloskey, who has been 
| with GM for several years, and 
| secretary of the League of In- 
isured Savings and Loan Associa- 
tions, Dayton, O., have been ap- 
pointed supervisor, customer re- 
search, and supervisor, distribu- 
tion research, respectively, of 
Frigidaire division of General 
Motors Corporation, Dayton. 


R. H. Smith, formerly executive | 


Form Sugar Council 


The United States Cuban Sugar 
‘Council, consisting of a group of 
companies owning or operating 
sugar properties in Cuba with 
stockholders predominantly United 
States citizens, has been formed 
with offices at 136 Front St., New 
York 5. The council is advocating 
a program which will enable sugar 
producers in Cuba to plan intel- 
ligently in advance and provide 
ithe United States with enough 
sugar to fill the gap between con- 
|sumption and present production. 


| ‘ . 

“Public Works News’ | 

Begins Publication | 
Public Works News, new trade| 

| newspaper which began publica- 

| tion on March 1, will appear here- 

|after on alternate Thursdays. 


It has a controlled national cir- | 


culation of 50,711, and is pub-| 
lished by Lebhar-Friedman Pub-| 
lications, New York, also pub-| 
lisher of Chain Store Age. John K. | 
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Gurwell, formerly director of press 
relations for the Public Adminis- 
tration Clearing House, Chicago, 
is the editor. 


Two Join Sales Staff 


Roy Biesmeyer, recently re- 
leased from the Navy and for- 
merly with Automotive Digest, 
Chicago, has joined the Chicago 


advertising sales staff of Better 
Homes & Gardens. Tom Dosen, 
also just released from the Navy 
and formerly with Prentice-Hall, 
New York, has been added to the 
New York advertising sales staff 
of the magazine. 


: ee > $35 x * igo a 
THE LETTER SHOP, Ine. 


431 S. Dearborn St., Chicago 3, Ilineis 
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EDUCATION 


brings s 


tudents 


and dollars to the 


NASH 


VILLE 


area! 


Seventeen thousand students in 8 colleges, 4 prep schools and 28 other specialized 
schools help make this a quality market area for fine clothing, jewelry, cosmetics 
and other superior products . . . More than one million style and quality-conscious 
people in the Nashville trade area spend over 350 million dollars yearly in retail 


stores . . . This rich market will be covered for you at rates to fit your advertising 
budget—by WSIX. 


AMERICAN 


MUTUAL 


ALL 


Stabilized pros- 
perity is at the 
industrial throttle 
in this $15,000,- 
000, ready-to- 
spend 53,429 
ABC City Zone 
market, and the 
track is clear 
ahead for continu- 
ous buying power. 
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successfully 
this news- 
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Represented Nationally by 
JULIUS MATHEWS SPECIAL AGENCY 


5,000 WATTS 
980 KILOCYCLES 


Represented Nationally by 


THE KATZ AGENCY, INC. 
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eV icmeVOE AL has become 
America’s fastest-growing sportsmen’s re 


magazine. More active sportsmen respond 


to its modern editorial concept... 


executed by big name writers and artists. 


It provides the biggest circulation 


... the lowest-cost coverage in the market +’ 
that buys the best of everything. ”, 


THE RECORD 


/? Newsstand Sales Up 51% 


Advertising Revenue 


Largest in Sports Afield’s 
58-Year History 
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Nielsen Index Signs ABC Tennessean Urges | 


A. C. Nielsen Company, Chicago, 
has signed American Broadcasting 
Company as its third network cli- 
ent for Nielsen Radio Index Serv- 
ice for two years. This contract 
adds the 50th index client, and in- 
creases total Nielsen clients for all 
services and all countries to 176, 
of which 126 are food, drug and 
liquor index clients in the United 
States, Canada and England. 


WPTZ Renews Telecasts 

Philco television station WPTZ, 
Philadelphia, has returned to the 
air on a new frequency channel 
(channel 3.60-66 megacycles) , after 
a shutdown occasioned by FCC 
channel assignments. A new studio 
on the 24th floor of the Architects 
building has been put into service. 


Names Malone Agency 
Norman Malone and Associates, 
Akron, O., agency, has been named 
to handle all dealer and consumer 
campaigns for Fredericksburg Art 


Distributor Setup 
as Industry Lure 


Nashville, March 14.—Establish- 
ment of “on the spot” sales rep- 


resentatives in the nation’s major | 


marketing areas by a state asso- 


ciation of manufacturers and com- | 


munities have been proposed by 
R. A. Merrill, industrial consultant, 
Graves Engineering Company, as 
a means of attracting new indus- 
tries to Tennessee. 

Many state chambers of 
merce seek to attract new 


com- 
indus- 


tries by cooperating, “in a limited | 


way, through national magazine 
advertisements telling of the suita- 
bility of their states for further 
industrial development,” Mr. Mer- 


rill writes in the current issue of | 


the newsletter of the industrial de- 
velopment division, Tennessee 
State Planning Commission. 


and 
value 


but of 


locally 


necessary” 
to the 


Merrill depreciates efforts by many 
local civic and commercial groups 


in the South to boost industrial 
development by various induce- 


and off- 
obtained 


burden on communities 
sets for years benefits 
from added payrolls. 


Should Be State-Wide 


A more positive approach, he 
suggests, would be the formation 
of a “substantial’’ association by a 
sufficient number of communities 
and existing industries to provide 
distribution in leading sales mar- 
kets. The most pressing need of 
both present and new industrial 
members of such an association, 
according to Mr. Merrill, is for 
sales outlets and adequate repre- 
sentation. 


doubtful 
established 
|small manufacturer. Similarly, Mr. 


port this kind of an 


pation by those eligible. 


wide association will 


|an association has 
| lished.” 


‘Superior Changes Name 
Superior Sea 


The change affects neither 


the company. 


Perkins Promotes Two 


Perkins Muchine & Gear Com- 


;moted Donald B. Clark to vice- 
|president in charge of sales, and 


association 
with a high percentage of partici- 
Never- 
theless, it is believed that a state- 
be much 
more effective and will be more 
profitable, both to present manu- 
ments, including nearly free gifts|facturers and to others who will 
of plant sites and buildings. Such|be attracted to the state after such 
| subsidization, he says, is a heavy been estab- 
| Warren, 
| manager, 
|manager of the publication: 


Food Company, 
Los Angeles, has adopted the name 
of the family that built it and be- 
comes Freeman Certi-Fresh Foods. | 
the 
management nor the products of 
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Not Ad Manager 


Through an error, the Feb. 2: 
issue of AA reported that Fre 
Bannister, formerly advertisin 
manager of Fafnir Bearing Com 


pany, New Britain, had bee 
named advertising manager o 
Iron Age, New York. Mr. Ban 


nister has joined the New Eng 
land office in association with D. ( 
Iron Age New Englan 
and not as advertisin 


Start Work on KAMD 


Clearing of ground has bee 
started for the new Camden, Ark 


radio station, KAMD, of whic 
|Walter Hussman will be presi 
dent. Stockholders of the statio 


include J. D. Reynolds, B. 1 


|Fooks, L. B. Smead and Dr. R. B 


Robins, all of Camden. 


Drew Names Abbey 


pany, Springfield, Mass., has pro- |} 


The new firm of Drew and 
Peters, aviation consultant, Buf- 
falo, N. Y., has named Abbey 


“In Tennessee,” he writes, “sev-| Merrick Swift to vice-president in 


Co., Buffalo, to handle its adver- 
|eral areas should be able to sup-|charge of engineering. 


tising and public relations. 


Pottery, Fredericksburg, O. Such effort, he asserts, is ‘good 
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Form Political Agency 


\ 
Agency has been organized in gt * GRD & lent 
Charleston by assistant state pur- 4 Chl Z O LL S SELF LIQUIDATING 
|chasing director Don F. Freeman PREMIUMS 
— ea 


| Weshing dies with soap ee: 
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= . and state highway safety director x \woenutt kp 


: ‘ae Og, 
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Pe " ; : i, : 7) N, 
g te : VEL CLEANS bia } will handle political and commer- il e qanu 1" M au 
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opy stressing ‘the modern way." The | plastic surfacing when fused with 

Colgate - Palmolive - Peet product is | plywood. 

handled by William Esty & Co., New 
York. 
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Laxative Plugs 
| N. G. for Video, 
@ | Set Maker Says 


Chicago, March 12.—Televisors 

must set higher programming and 

ommercial standards than pres- 

f ent AM broadcasters to assure a 

: uccessful advertising medium, ac- 

rding to Joseph Gerl, president 

of Sonora Radio & Television Cor- 
poration. 


Ss : ; Sm 

my “The air is full of commercials,” % e * 
4 Mr. Gerl told the Junior Associa- z r a 
é) tion of Commerce today. ‘The ‘ 1 
% inctious tones of announcers take 
_ « 


n anew reverence when they de- 
‘ribe the potency of a new laxa- 
ve” 

“Will the television screens be 
vered with pictures of deodor- 
ts, hand-creams and soap chips aes iy a vast network of wire services from coast | 
to the eventual disgust and 

ynicism of the average listener? 
‘Despite airy statistics on pub- 
service time, radio broadcasters 

have deluged the American public 


Nias. ps on) eta 


. Another in a series of editorial innovations 


to coast throbs the heartbeat of the nation’s economic 


life . . . what are the business trends, conditions and oppor- 


vith a flood of product advertis- tunities in the Mid-West? New England? the South? the 

g,” he said. “The ordinary radio 

stener has built up a defense > . > . 

sichioniam. aundaik teak elniaen: East? on the Pacific Coast? —throughout the nation. These . 
e closes his ears to the commer- 4 ‘ ‘ ‘ - 
ial. Bat will that be possible all-important questions and others are answered concisely in 


vith television?” 


ee 4 t + ° : 
sia ila The Nation Reports”, the significant, new, monthly feature 


Mr. Gerl stated that present 
ecasts tend to assume a moronic 
evel of spectators. 


Claiming that manufacturers are “The Nation Reports” gives you the business tides and back- 
ing their utmost to turn out 


of FORBES Magazine, the Interpreter of Business. 


t-rate video sets at fair prices ground thinking in the great trade regions throughout the 
year, Mr. Gerl concluded: “It 


ild be unfortunate if the great | 
\merican audience were persuaded 
uy such receivers only to find 
their alleged entertainment 
educational programs have 


country as interpreted by skilled, on-the-spot, FORBES busi- 


ness observers. This month-by-month business analysis is an 


= a oP Rronts indispensable executive aid . . . another reason why FORBES 
seized by private exploiters 

se greatest contribution to , . . ‘ 

ican culture ia to spell na- Magazine will in the future play as vital a part in the 
backwards over the. air . ‘ , 

es.” | portrayal of American Business as it has for 29 years. 


Dian Joins Agency 
alter E, Brian, for several 
advertising and sales pro- 
n manager of Northwestern 
& Wire Company, Sterling, 
has joined Gebhardt and 
g cson, Chicago agency, as ac- 
executive. 


vu 


- ‘ ‘ ’ 
tmer to ‘Barron‘s 
ward Kramer, formerly in the 
tion department of the Wall 
t Journal, has been named 
tising promotion and research 
I ser of Barron’s, national 
t ess and financial weekly. 


© ockton Holds Ad Class 


kton Advertising Club, 


: ‘ton, Cal., in cooperation with ‘i 
Stockton Schools Adult Edu- 
Division, has opened a 
of 10 conference classes in 
tising. 
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General Motors is reported as | brands, except Luckies. The Tarey- 
dropping both the Sunday after-|ton mentions, which will run for 
noon “Symphony of the Air” on|six weeks, were included because 
NBC and Henry J. Taylor’s “Your }|consumers asked about the return 
Land and Mine,” Monday and Fri- | of this brand. Supplies of Tarey- 
day nights on Mutual. Although |tons are still restricted. 
no definite decision has been an- | ae 
nounced, GM told AA that the) ar 
Taylor program is being moved | Utah, now raising a $500,000 

: ‘ fund, may soon be one of the 
up soon from 10 p.m. to 7:30 p.m., | J Fiver , th 
which indicates that it will be|/@rsest advertisers among Ps 


continued beyond the end of the | States. Efforts are being pointed 


-Ww le. March g, toward Pioneer Day, July 24, 
GM's par eaten | 1947, the centennial of the date 
is expected to act in Detroit soon | Brigham Young and his followers 


on continuation of the Symphony, | first entered Salt Lake Valley. 


which the corporation has spon- i  * 
sored for three years. Following the resignation of 
* ¢ |Paul Hollister as vice-president 


Although American Tobacco | and promotion manager of CBS, 


Company is mentioning the re-| William C. Gittinger, vice-presi- 
turn of Herbert Tareyton cigarets|dent in charge of sales, is super- 
in its Lucky Strike radio pro-|vising this job for an hour or 
grams, no separate advertising is|more daily until Mr. Hollister’s 
now planned for this or other|successor has been named. 


| Blood to Head New 


Borg-Warner Unit 

Howard E. Blood has_ been 
/named president of the new Borg- 
Warner unit to be known as the)! 
Norge-Heat di- 
vision. He is 
also head of 
the  corpora- 
tion’s Norge and 
Detroit gear di- 
visions and a 
director. 

The new di- 
vision was cre- 
ated to bring 
efficiency into 
the manufac- 
turing and mar- H. E. Blood 
keting of Norge 
residential heating and condition- 
ing equipment. The initial pro- 
duction will include output of sev- 
eral improved models of automatic, 
thermostatically - controlled oil- 
fired furnaces, utility room and 
under floor heating units, oil-fired 
water heaters and air filter units. 
|Previously, the products were 
manufactured by the Norge divi- 
|sion and marketed through Norge’s 
heating and conditioning depart- 


Fats Campaign 
Develops High 
Postwar Volume 


New York, March 14.—Civilian 
waste fats collections in February 
reached the record postwar volume 
of 12,241,000 pounds, ADVERTISING 
AGE was informed. In addition 
1,400,000 pounds were collected 
during February from the Army 
and Navy. 

On an average collection per day 
basis, the 28-day month of Feb- 
ruary was the best since V-J Day, 
exceeding the 12,531,000 pounds 
collected in January. 

Because—despite reports to the 
contrary—the demand for fats is 
still urgent, the campaign of the 
American Fats Salvage Committee 
will continue indefinitely. Cur- 
rently, 1,534 dailies, 32 Negro 
newspapers and 2,580 county-seat 
weekly newspapers are being used 


e " aa 
‘ ane 
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figures are still about 50% bel y 
the wartime peak of about 18,001 .- 
| 000 pounds a month, the committe 
| believes that—without aid of “req 
points bonuses” and patriotic ap- 
peals—the advertising still is do- 
ing an effective job. 


o 


Appoints Jarvis 

| Ray H. Jarvis, at one time 

/'member of the advertising staff « 
ithe New York Times, and mor 
| recently connected with Tomlin: 
of High Point, N. C., furnitur 
| aeneENa, has been appointed 
|advertising and display manage 
of Morrison-Neese Furniture Com- 
pany, Greensboro, N. C. 


— i, 


Launches Sun Glass Drive 


American Optical Company, 
Southbridge, Mass., has launched 
its spring and summer national 
advertising campaign for Cool-Ray 
sun glasses, using full color in 
Collier’s and black and white in 
American Magazine, Cosmopolitan 


2 ee nila 


through Kenyon & Eckhardt. The 
monthly expenditure is $125,000. 


|/ment. 


Although the current collection | used in business papers. 


’| Esquire, Holiday, Life, Photoplay, 
The Saturday Evening Post and 
| Seventeen. Full pages are being 
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SWITCHING SHO 


What do tl 


to you? Wher 


Face-lifting (store modernization) | is 
switching shoppers right and left all over 
the land. Before the war Sue Jones always 
bought shoes in Metropolis — thought 
nothing at home was good enough. But 
today there’s a smart new-looking store 
right in her own community. New front, the magazine 
neon lights, an interior decorator’s touch partment stor 
jnside and smart fixtures did the trick. 
Over in the next state, Sue’s cousin is 
shopping in reverse. She’s passing up ideas to keep 
the dull-looking local emporium for a 
store farther away which offers every new 


wrinkle in stock, service and atmosphere. us or ask any 


BOOT and SHOE 


HOW TO KEEP UP 


keep pace. T 


they plan for 


WITH 
PPERS 


1ese Swilching Shoppers mean 


‘e they go, your market op- 
portunity follows. And as trade follows 


the live retailers, your distribution should 


hat’s why it’s important to 


advertise regularly in the Recorder - 


where leading shoe and de- 


‘es get news and guidance as 


bigger and better business 


- where they look for merchandise and 


them ahead of competition. 


For facts about this,changing market 


and the publication which serves it, write 


Recorder representatiy e 


CcOPaGeF 


NATIONAL VOICE OF THE 
Published Twice Monthly 
A Chilton ® Publication 


TRADE 


100 East 42d Street, New York 17, N.Y. 


YOU MAY PACK A WALLOP 
THAT TRAVELS AT 135 M.P.H— 


BUT —Y0U CAN'T REALL! 
HIT WESTERN MICHIGAN WITHOUT 


WKZO-WJEF! 


You of course know that Western Michigan’s “Stone 
Wall” of fading keeps outside stations really OUT. 
But do you know these facts about WKZO-WJEF- 
the inside combination to which Western Michigan 
does listen? 


WKZO is FIRST in and around Kalamazoo. It has 
5000 watts at 590 KC—hby long odds Western Mich- 
igan’s best channel. It serves eighteen counties 
(630,717 people, daytime) with CBS plus the best 
local programming in these parts. 


| WJEF is FIRST in Grand Rapids and Kent County 
—has the best frequency and serves the entire city 
with a walloping 25 millivolts. WJEF is carrying 
53 of Columbia’s biggest shows — reaches an audi- 
ence of 246,338 people! 


Together, the WKZO-WJEF combination reaches 
877,055 people, and at a rate you'll recognize as 
low. Let us send you the rest of the facts—or just 
ask Lewis H. Avery, Inc. 


‘Testing machine showed that Jack Dempsey’s 9- and 10-inch 
blows actually traveled that fast! 


WJEF 


T IN GRAND RAPIC> 
risen COUNTY (ce 


Both owned and operated by Fetzer Broadcasting Company 
Lewis H. Avery, Inc., Exclusive National Representatives. 
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CAB, in 15 Pages, 
Tells What Ails 
Hooper Service 


New York, March 14.—The Co- 
operative Analysis of Broadcasting 
issued this week to 2,000 member 
executives a 15-page comparison 
of its radio research and ratings 
with those of C. E. Hooper, Inc. 
This is the third and most specific 
such analysis by CAB in the last 
five months. 

The memorandum cites three | 
major factors of differences in the | 
CAB and Hooper ratings. These | 
are the number of telephone inter- 
views made, distribution of inter- 
views throughout the country, | 
and the methods of tabulating the | 
information obtained. | 

“Statistical reliability tends to| 
increase as a greater number of 


interviews is made,’ the memo- 
randum shows. “For example, 


CAB takes a sample of each half- 
hour nighttime period that is! 
nearly three times as big as that| 
of any other coincidental rating) 
organization. . . CAB’s nationwide | 
sample obtains a more representa- | 
tive picture because it is dis-| 
tributed in cities 50,000 and over, 
while Hooper’s nationwide sample | 
s distributed only in cities 100,-| 
000 and over. 


| 
Geographic Sample Better | 


“CAB’s sample is distributed | 
among the seven standard U. S.| 
census geographic areas and 
among four city-size groups in 
proportion to the population and 
radio homes in cities 50,000 and 
over. 

“Hooper’s sample is distributed 
among five geographic areas in 
proportion to the per cent of total 
radio homes—of cities, towns and 
farms—but not in proportion to) 
the population or radio homes in| 
the cities of 100,000 and over.” | 

CAB claims that its sample is| 
more directly proportionate to) 
population. Although ‘ataavhews | 
ers of both services get the same 
information, the ratings are differ- 
ent,’ due to different tabulating 
methods and different “base °‘ of 
calls.’ Hooper interviewers, for 
example, are said to “include line 
busies, refusals, etc.,” while CAB 
interviewers “substitute a new 
number and make another inter- 
view (1) when busy signal is 
heard, (2) when respondent re- 
ports having no radio, (3) when | 
respondent refuses or is unable to | 
give any information whatsoever, | 
(4) when operator reports num-| 
ber called is disconnected or out. 
of order.” Hooper is said to sub- | 
stitute only when number called 
s disconnected or out of order. 


| 


Challenges Extensions 


“The Hooper practice of dis- 
‘ributing the unknown quantity in 
exact proporticn to known listen- 
ng data is extended into the treat- 
ient of ‘don’t know’ listeners,” 
CAB says. “Note that these are 
‘he respondents who acknowledge 

tening to the radio, but who 


LOOK IT UP in 
the MARKET DATA BOOK! 
fo ae 3 


BUSINESS PusuicaTions EDITION | 


Goh: 

do not know the name of the pro-|spondent doesn’t know anything 
gram, or the talent, or the sponsor,|about the station or program to 
or anything else about what they | which he is listening, it is prob- 
are listening to. jable in most cases that he isn’t 

“This distribution is accom-|listening to the most popular pro- 
plished by subtracting the ‘DK’!gram. For example, the Bob Hope 
listeners from the total number of |program would get about 75% of 
listeners before percentaging the|the apportioned ‘DK’ listeners 
‘share of audience’ for any pro-| while only 25% would be dis- 
gram. The reduction in the actual|tributed to the Bob Crosby show 
base of listeners automatically in-|on CBS and sustaining programs 
creases the ‘share of audience’|on ABC and MBS. 
for each program in proportion to| “In the CAB method of tabula- 
that program’s popularity. tion, ‘DK’ listeners are considered 
}only as ‘DK’ listeners and repre- 
senting sets in use. ‘DK’ listeners 
are tabulated separately and are 
not thrown out of the base of 
listeners since they are known to 
‘don’t knows’ whereas it is more|be listening to the radio although 
likely that most of the ‘DK’s’ are|they cannot give any identifying 
listening at that time to the less|information about the program or 
popular programs. When the re-|station.” 


‘DK’s’ from Unpopular Shows 

“With such a system, the pro- 
gram with the highest rating gets 
the biggest number of pro-rated 


Transfilm Appoints 3 


| Transfilm, Inc., New York, has 


43 
Crosley Appoints Devey 


John S. Devey, formerly direc- 


appointed Milton F. Martin, for-|tor of training and safety for Carl 


|merly assistant general saies man- 


|ager of U. S. Industrial Chemicals, | 
'Inc., New York, vice-president in | ™ ai 
|Corporation, Cincinnati. 


| charge of sales, Walter Lowendahl, 
|former staff member of the shorts 
'department of Metro-Goldwyn- 
|Mayer in California, and P. A. 
|Schienker have been named vice- 
|president in charge of production, 
land secretary and treasurer, re- 
| spectively. 


Cowtan Joins McKim 


Charles E. Cowtan, formerly su- 
pervisor of technical publications 
for DeHaviland Aircraft of Can- 
ada, Toronto, has joined the pub- 
lic relations staff of McKim Ad- 
vertising, Toronto. Stewart G. 
Gillespie has also joined the To- 
ronto office of the agency. 


|L. Norden, Inc., has been ap- 
pointed director of training in the 
manufacturing division of Crosley 


Lovitt Resigns Account 

Sydney S. Lovitt Company, Chi- 
cago, has resigned as public rela- 
tions counsellor for the Hotel Con- 
tinental, Chicago. 


ST. JOSEPH NEWS-PRESS/ 
Bt. Foseph Garette | 


“Gleam Shampoo Proves’ 


lt 


Brenner who 


**Requestfully Yours’ 


WAAT delivers 


more listeners per dollar 


~ 


90% sales increase in just ten weeks! That’s 
the sales record set by Gleam Shampoo in 
America’s Fourth Largest Market! The me- 
dium? WAAT of course! The program? 
*°—the participating pro- 
gram of dramatic results, conducted by Paul 
plays 
them! *Since April 1943 the makers of Gleam 


records and _ sets 


Shampoo have used New Jersey’s First Station 
— because they know: 


in America’s 4™ Largest Market 
than any other station— 


including all 50,000 watters! 


* Do you realize this market 
contains over 3% million 
people; more than these 14 
cities combined: Kansas 
City, Indianapolis, Roches- 
ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 


Spokane, Fort Wayne. 


970 KC 
NEWARK, 
N. J. 
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The Pay-Off 


NEWS AND VIEWS @F MAIL ORDER ADVERTISING 


21 ACTION-CLOSING PHRASES FOR YOUR SALES LETTERS 


No matter how much attention the 
opening paragraph of your letter may at- 
tract, how well you explain your proposi- 
tion, or how effectively you back up your 
sales arguments with convincing proof, 
you still must close the letter—and close 
it in such a way as to get action. 

Hence, your letter must have an action- 
getting close to be successful. Here are 
21 ideas for closing your letter. Study 
them carefully. Most of them can be 
adapted to almost any offer or proposi- 
tion. 

Send no money—take no risk—merely 
sign and mail the card. We'll do the rest. 


Simply wrap your remittance in this 
letter and mail it in the handy return en- 
velope enclosed. That’s the first step to 
insure your future success. 


Don’t bother to write a letter. Merely 
initial the card enclosed and drop it in 
the mail. 


Remember—our supply is limited. Send 
your order NOW! 


Decide today to see these new 1947 Out- 
boards. Come in! Our Mr. Miller will 
gladly explain the profit-making possi- 
bilities of this line. 


The enclosed return envelope does not 
need a stamp. It will bring your order 
right to my desk. I'll give it my personal 
attention. 


Write—Call—or write us today. We'll 
et the free trial set off in tonight’s mail. 


And best of all, it doesn’t cost you one 
‘ent to find out. Just mail the enclosed 
ard and we'll send you any standard 
nodel for a 15-day Free Trial. 


Do you want us to send you this serv- 


Ou Ought toKuow . 


His mother played the piano, his father 
vas an amateur violinist, and young John 
ht} an early age was taught to play the 
iano, xylophone and clarinet and to love 
lassical music. As founder and president 
bf New York’s WQXR 

the station which 
ves its success to the 
niversal love of music 

John Hogan has 
ombined his vocation 
iid hobby in a man- 
her most men should 
nvy. 

The station did not 
volve entirely, how- 

er, from Mr. Hogan’s 

ve of music. His 
ter ego” is that of 
technical experimenter, radio engineer 
nd pioneer in the field of electronics. 

far back as 1907, he worked with Lee 
¢ Forest, inventor of the vacuum tube 

id called “the father of radio,” acting 

hief laboratory assistant in the de- 
flopment of the audion and radio tele- 
fone. Together, they worked on the 
insmission of phonograph records by 
ireless at special test intervals, 

From this technical work at the tender 
fe of 17, John Hogan went on to the 
meffield Scientific School of Yale Uni- 
‘rsity where he continued radio experi- 

and took honors in physics and 
athematics. During World War I, he 
tlped design radio equipment for sub- 
arine chasers and aircraft. 

Moving to Forest Hills, L. I., soon after 
© war, Mr. Hogan set up his own ex- 
‘Timental television-sound station, 
iown as W2XR, 1550 on the dial, and 
rating on 100 watts—exactly one one- 
indredth of the present power of WQXR, 

nh the little station eventually be- 
me. He received the original construc- 
permit for W2XR in 1928, and the 

‘usmitter was erected in Long Island 


J. V. L. Hogan 


* idea behind the station’s first pro- 


* 


ice? There will be no charge. 
convenient card enclosed. 


Send the 


Today—more than ever—you need this 
equipment. Get the edge on competition 
by mailing the trial order today, 


It will take just an instant to jot your 
name and address on the postcard en- 
closed. Do it now! 


Could we offer more convincing proof 
of the effectiveness of our welding rods? 
Mail your order—NOW—in the enclosed 
self-addressed envelope. 


Your unpaid balance is $ . and it 
will save you considerable embarrassment 
if you will simply fold your remittance 
in this letter and mail it in thesenvelope 
enclosed. 


A handy order form is enclosed. 

If there are any other points that we 
can advise you on, don’t hesitate to call 
on us. 


Right now, while this letter is having 
your attention, will you please make out 
your check for the amount past due,$..., 
and send it in to us? Thank you, 


Just sign and mail the enclosed card 
and we will send you demonstration 
samples entirely free of charge, to let you 
decide the merits of this new product. 


Come in, and see the latest model just 
released by the factory. 


Time is short. Send your order TO- 
DAY so that you will have ample supplies 
available before college opens. 


Why not send us a trial order today? 

Send no money. Simply keep this letter 
as your guarantee and mail the card— 
TODAY. 


e eJohn V. L. Hogan 


grams was to send out a picture image— 
of a waterfall, for example—and with it, 
an accompaniment of Handel’s “Water 
Music Suite.” Listeners who couldn’t re- 
ceive the image picked up the sound, and 
letters began to pour in to Mr. Hogan’s 
offices asking for more and more of the 
music. 

At the same time, WQXR’s founder 
was experimenting with high {fidelity 
sound reproduction, the development of 
which Hogan felt essential if radio 
broadcasting were not to fall behind the 
tonal excellence of talking pictures and 
phonograph recordings. 

High fidelity, WQXR explains, “simply 
means that all the sounds the human 
ear can detect (actually ranging from 16 
to 16,000 cycles per second) are accu- 
rately transmitted.” And listeners today 
are thoroughly familiar with the well 
known station-break, “This is WQXR— 
the high fidelity station.” 

By July, 1934, Mr. Hogan had re- 
ceived FCC permission to broadcast his 
high fidelity programs on an experimental 
basis, and W2XR that year grew up from 
one to four hours’ operation daily on 
weekdays — classical music recordings 
only—on a sustaining basis, of course. 

Two years later, Mr. Hogan knew he 
had established an interested audience, 
and after discovering various advertisers 
who wanted to reach that audience, de- 
cided to extend the station’s operations 
and make it “commercial.” The FCC 
agreed, W2XR became WQXR, and the 
Interstate Broadcasting Company was 
formed in New York. 

Elliott M. Sanger, an old friend of 
John Hogan, who believed with him in 
the idea of a “radio station with a soul,’ 
joined the company at that time and is 
now vice-president and general manager. 
During World War II, Mr. Sanger took 
over many of the executive duties at the 
station, giving Mr. Hogan more time to 
devote to communications problems he 
was handling in conjunction with the 


-reasonable and “in good taste,” 


reer Defense Research Committee, 
the U. S. Signal Corps and the Army air 
forces 

Mr. Hogan’s Long Island laboratory 
was used full time for such work as 
facsimile transmission, in which he is 
particularly interested, and the perfection 
of critical technical instruments for 
which substitutes had to be provided. And 
now that the war is over, Mr. Hogan is 
continuing his work in facsimile, inde- 
pendent of his WQXR interests. 

This fall WQXR will celebrate its tenth 
anniversary. Since 1936, its president has 
carefully guarded program policies, ac- 
cepting listener suggestions which were 
such as 
initiating a book commentary program, 
and adding theater and ballet music pro- 
grams. 

Mr. Hogan feels that radio “is a tre- 
mendous advertising force, which still 
has not been developed to its potential 
strength.” Sponsorship “doesn’t hurt any 
program,” musical or otherwise, he says, 
but commercials should be carefully pat- 
terned to the program, the station in 
some cases, and certainly to radio’s in- 
herent quality of presenting “reason why” 
copy to the listener rather than a visual 
picture of a product. 


The WQXR program booklet, which 


_. . OTHER FEATURES . . 


grew from 750 listener-subscribers in 
1936 to its present popularity of 31,000 
subscribers, has proved one of the sta- 
tion’s best promotion stunts. WQXR 
listeners are reportedly keeping the 
monthly booklet close by their radios 
for constant use—one of the reasons why 
the station’s advertisers use it religiously 
for small size copy promoting their prod- 
ucts and programs. 

The first WQXR sponsors, seven of 
them, were listed in the November, 1936, 
program booklet. Today, ten years later, 
the March booklet lists 53 advertisers. 
The first seven were American Bosch 
Radio, Brentano’s book store, Haynes- 
Griffin radio store, Knabe & Co. pianos, 
Joseph Martinson coffee, Venida’s Mentho- 
Kerchiefs, and Western Union. 

In 1944, the New York Times took over 
complete ownership of WQXR, paying 
an approximate $1,000,000 for the station. 
Publisher Arthur H. Sulzberger, a friend 
of Mr. Hogan, had been following the 
growth of radio for some years, and 
WQXR seemed to have developed closest 
along the lines in which the Times was 
most interested. 

Mr. Hogan says that the station has 
made no decision as yet on television 
plans, but will push “frequency modula- 
tion as hard as possible.” 


lhe Creative Man Corner 


We wish it were possible to reprint 
here the full three pages of text that 
makes the advertisement of the Journal, 
Portland, Ore., in Fortune for March. not 
only a noteworthy advertisement in two 
fields where the production is distin- 
guished principally by its lack of color, 
but also because when you have read it 
you have actually learned something! 

Only a few classifications of advertis- 
ing are so persistently uninteresting as 
newspaper publishers’ promotion, and one 
of these is community advertising for in- 
dustrial development, Yet the Journal has 
managed to mix in both of them at once 
and come up with an advertisement in 
the very front rank. 

In it there is a conviction about the 
importance of facts that is no less con- 
vincing than the facts themselves. 

“Captain Robert Gray sailed his mer- 
chant ship from Boston to the Pacific 
Northwest in 1792, entered a wide, forest- 
rimmed river, named it the ‘Columbia’ 
after his ship, and gained for himself a 
page in history. . .” 

Thus the advertisement begins, on the 
high, rich note of destiny. And thus it 
continues, to set up its facts: 

“During World War II, Portland leaders 
envisioned new and greater industrial 
growth in the postwar era, based on what 
their area had to offer. The question they 
faced was one of presenting the oppor- 
tunity to expanding and new industries 
in a manner to bring results. They found 


the answer in factual service. 

“The Port of Purtiand has been termed 
aptly an ‘industrial fountain of youth’ 
fed by the mighty Columbia; an industrial 
garden spot where expanding industry 
can set its roots in established and new 


' world trade and growing Pacific Coast 


markets. 

“But idealistic words were not used in 
Portland’s quest for industries. Backed 
by engineering and marketing facts, Port- 
landers retained professional engineers, 
some of national fame, to study the city’s 
potentials and report to industrial pros- 
pects. on 

What these engineers discovered is the 
burden of a_ story that is liberally 
sprinkled with history to hang the facts 
on and to make them memorable. But 
this is beside the point here. 

That it is “the story of a great port, 
where postwar industry can find the fu- 
ture it desires, and of a great newspaper 
through whose pages everyone with goods 
to sell can reach a responsive and grow- 
ing market” seems undeniable. 

The thing that makes it so is the way 
the writer has set the story up. It is 
another example of being convincing by 
being convinced. 

We recommend that you read the ad 
in full, You will know a whole lot about 
Portland, Oregon, and the Journal if you 
do. Incidentally, there is not a census or 
circulation figure in the whole three 
pages. (Other papers kindly note.) 
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3 IN ONE YEAR FOR 

i CSA GROCER’S MANUAL ! 

x 
a3 Chain Store Age’s annual July 


GROCER’S MANUAL goes to 25,000 
Grocery Editions subscribers. Total 
annual reader references rose from 
1, million in 1943 to 314 million in 
1945. Facts secured by nationwide 
survey. This year’s GROCER'’S 
MANUAL has greatest circulation, 
more facts than any of 12 previous 
Manuals; readership will be higher in 
1946. Ad deadline is June 15th. 
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CSA Fountain-Restaurant Section 
has arranged to have John Mackey 
do a monthly cartoon strip for the 
book. Another plus editorial job. 
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VISIT CSA BOOTH AT 
THE ACDS CONVENTION 


The Associated Chain Drug 
Stores Convention gets under 
way at the Hotel New Yorker, 
March 25-27. Chain Store Age 
invites you to see its exhibit in 


rooms 522 and 523. 
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ADMINISTRATION ( pRug EXECUTIVES 


8 Separate Magazines “Passing the Information” 
to America's Chain Store Decision Men 
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Adver 
| : FEBRUARY SALES OF CHAIN STORES 

enela | § February ~ Yo Gain ———2 month period. % 6), 

1946 1945 or Loss 1946 1945 OF Log 

Food Chains 7 

® Jewel ...........2..00.-..$ 5,505,337 $ 4,629,245 +18.9 $ 11,044,961 $ 9,202,545 12) 

Kroger Groc. & Bak. Co. 38,730,938 34,787,933 +13.0 77 ,005 870 67,336,169 4 

National Tea -.... 10,532,641 7,502,615 +40.4 20,314,438 14,833,415 +37) 

Safeway ..... 60,357,392 47.814.991  +26.2 119,635,579 95,756,544 --24 

Group Total .......... $15,126,308 $ 94,234,784 +22.2 $ 228,000,848 $ 187,128,673 12) 

} Mail Order 

Sears, Roebuck .......... $ 95,061,144 $ 69,901,333 -+36.0 $ 200,906,720 $ 144,394,835 
NNER ee sai atas 6,072,902 4,479,861 -+35.6 10,485,683 7,607,973 
’ *Montgomery Ward 55 230,760 ROU TEE Pe caras, — - . reac, 

Chicago, March 13.—General 6 7 vr om 3 . 
Mills has appointed Dancer-Fitz- Seon asin soew eee sbe $101 . 134, & $ 74,38! : 194 +36.0 $ 211 392,403 $ 152,002,808 3, N ew 
gerald-Sample here to handle ad-| tCrown .................. $ 1,098,992 $ 880,305 +248 $ 5,961,337 $ 4,943,313 oung 
vertising for the new Betty Walgreen .........-. .. 10,632,588 8,804,780 +20.3 21 206,302 18,053,477 :)gcompat 
Crocker Better Breakfast Tray, a erase aw perry ...$ 11,731,580 $ 9,685,085 +21.1 $ 27,167,639 $ 22,996,790 +\,genean he 

7 : : : ariety an iscellaneous f whi 
10-box variety package including} gutje, Bros. ............. 10,601,845 9,167.81! +15.6 ‘19,042,159 17,500,693 +3, De it 
Wheaties, Cheerios and Kix} {Diana Stores Corp...... 818,643 686,176 +19.3 7,639,653 5504.48; 7 get’ 
cereals Edison Bros. .............$ 3,771,660 $ 3,166,160 +19.1 $ 7,497,849 $ 6,218,238 +a gj In at 

; Ree Fishman, M._H.........-. 437,153 388,376 +12.5 808,641 738,11! +93 ore 

The combination package, the Grant, W. Ris 1.971.139 10,682,104 +12.0 23,467,334 21,431,633 +og@ O's 

‘ :._ | Green, H. L.... 4,722.64 4,433,401 +6.4 9,203,340 8,954,374 2.mnow mi 
first ever introduced by the Min Kresge, S. S..... 15,664,856 14698599 +65 30,039,083 28,823,558 ie tian 
er milling company, is the} Lane Bryant, Inc... 2.855, 967 2.508.287 +138 6,386,91 | 5,415,594 +17, a ti 
S4e* ied ee ae Bee ak” 835,988 657,78 +3.! 11,680,700 11,370,666 +2qpavertis 
|fourth of its’ kind to reach the) fray 0. 5.289.321 4,746,742 +114 10,212,838 9,482,196 Mime pr 
bretron in recent months. Similar ,iclellon Stases 2,973,046 2,714,155 +95 eee -» : aa 

e nati Melville Shoe Corp 31632, 146 1.971664 +84. 6,998.5 4,086,503 +7) enc 
Sa ae combinations, have -heeni Tey. 6. C.... 6,659,016 6,330,244 $5.1 12,978,313 12,288,866 + Mi ociden’ 
intro uced regionally recently by Neisner Bros. es 2,733,038 2.419 208 +4 $114.47! 4,791,442 +i ‘Ith 
| Kello nera ewberry, J. J...... (002,64 6,363,609 +41. 13'412.85 12,540,087 +7qpealth. 
ra as Tey a Woods and Quaker | toner 3 t.... 37,040,045 33,893,956 +9.3 73,941,153. -70,218519 43 Reele 

ats. Kellogg and General Foods | Sterchi’ Bros. Stores 832,632 409,335 +103.4 1 '558.622 788,112 +974 
units were developed before the| Western Auto... Ry ye sera ees Brey 13,899,000 7,040,000 +agere K 
war, but have not been offered in oolworth, F. 4 4,376,474 1,516,923 +9.) 66,978,928 62,993,329 | +. dverti: 
recent years. Group Total _..,$160,885,227 $142,445,880 +12.9 $ 320,860,375 $ 290,186,402 +oewell - 

Dancer-Fitzgerald-Sample’'also| Combined Total ...... $300,877,161 $320,746,943 212 § 707,421,268 § B2aK4en age B. 

*|hanidles Cheerios and Kix in- ; me 
|dividually and the company’s Wi at pe teen jamble 
| Gold Medal, Softasilk and Kitchen! Five month period. — sang 
| Tested flours. Knox Reeves Adver- * 7 
itising, Minneapolis, handles . . | Benjami i 
x inne ’ am am enjamin Associates, Baton Roug : 
| Wheaties individually, as well as Benj m N os Two |La., agency, and Margaret pe 
| Bisquick, Betty Crocker vegetable Otto O. Grosse has been ap- Haynes has been named radio di 
| noodle soup ingredients and bakers | pointed art director of Herbert S. | rector. The c 
‘flour. Batten, Barton, Durstine & s dire 
|Osborn, Minneapolis, handles Gen- 1 wen I 
‘eral Mills appliances and public | BONUS! swe ( 
relations. Y mei 
m, Cl 
Quaker Holds Contest 7 C 0 P bn Hea 
, ‘ie 

The Breakfast Tray package is 
being introduced via radio spots | CIRCULATION INCREASE sand a 
in New England, New York State, | a 
‘Baltimore, Philadelphia and Chi-| -— J 
cago. National distribution is) aa 
| planned later. No decision has been | pone, 3 
reached on the media to be used | 
| after national distribution is! N 
| achieved. iG - 
| Quaker Oats’ “Pack-O-Ten,” | a 
‘consisting of individual servings | oe K 
‘of six cereals, is being promoted | aes 
|in Pennsylvania. Quaker cereals aie 
are also being heavily promoted, | re 
currently, in other ways. Puffed Re lon 
Wheat and Rice Sparkies, both oe 
included in the 10-package unit, " Bi 
-are also being promoted in a na-| ye 
| tional contest aimed at the younger | ok 4 
! . . . ' c 
set, with 500 “2-Way Talkie” dicto- — 
| graphs offered as prizes. Sherman | stati 
|& Marquette handles these cam- owe 
|paigns, which are confined to! Igy 
/newspapers and Sunday supple-| bole 
|ments, respectively. a J 

General Foods is reintroducing | “i ” 
|its “Post Tens” in newspapers in Dir - 
1135 cities through Benton & pean 
/Bowles, New York, and “Kellogg’s wee . 

Variety” package advertising is ot 


| 


| 
| 


| 


| 


being handled by Kenyon & Eck- 
hardt, New York. Ralston Purina 
Company, St. Louis, another large 
maker of breakfast cereals, in- 
formed AA that at present it does 
not plan to introduce a variety 
package. | 


Name Five Judges for 
Josephine Snapp Award | 


Five leaders in the advertising 
field have been named to judge 
entries in the 1945 Josephine 
Snapp Award competition. They 
are: 

Mrs. Ella B. Myers, associate | 
advertising director of General 
Foods Corporation, New York; 
Fairfax Cone, chairman of the, 
executive committee of Foote,| 
Cone & Belding, Chicago; Joe| 
Dawson, chairman of the execu- | 
tive committee of Geyer, Cornell | 
and Newell, Inc., New York, and 
chairman of the AFA board of 
directors; Helen Holby, AFA club 
contact director, and Allan T. 
Preyer, chairman of Morse In-| 


ternational, Inc., New York. 


To Direct FC&B Video 


John Freese, director of com- 
mercial motion picture production 
for Foote, Cone & Belding, has also 
been named director of television 
for the agency’s New York office 
by Kibbell Robinson Jr., director) gga 
of radio and television. 
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Effective Circulation Up te 
More Than 18.500* Per Issue 


1 You 
ger 
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During the wartime paper shortage thousands of new 
applications for the “mercHanpiser™ piled up from 
progressive Variety Syndicates all over the nation, We 
have now screened those applications and added a care- 
fully selected group of top-notch organizations to our 
mailing list... with a net circulation gain of 2000 
copies per issue. We pass this 12% effective circulation 
increase along to you at no increase in rate, 


*Total “Merchandiser” circulation now 
more ‘kan 20.000 copies per tasue 


“SHOOT FOR THE 
SIDE POCKET” 
OF EVERY 
VARIETY STORE 


MANAGER 
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DQUARTERS FOR VARIETY STORE MARKETING DATP'” 
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Be to ‘Ouebec Miner’ | vertising programs through Cre-|ing Agency, Montreal, will be as- 
i. "or Ue Young Reelected sg | ty, formerly president Gar Wood Names jative Agency Associates, Detroit. | sociated with him. 
all of Begg Printing Company, To- ‘ |Mr. Keeton told ADVERTISING AGE Sa ee 
hia in h . hi ronto, has been “appointed man- Keeton; Expanded that the company contemplates a |I]g Prints Photo Record bi 
és 0 CAAIFMA@NSMIP — 285, civertising department ot ise/ AAG Drive Planned [PiZccpon" ' Promotion of HS) "ig Electric Ventilating |Com- 
o_o : angen : any, Chicago, has printed a new 
8,673 +2 erg flan fbn Ray 5B nso Detroit, March 12.—Gar Wood| This expanded program, he said, ao A Seohint titled “Thousands of 
7973 of Ad Council tising Company and MacLaren Ad- Industries, Inc., in a coordination | Will represent a substantial in-|Ships Are Ilg Equipped.” | It tells 
1.973 vertising Company, Toronto agen- of the advertising done by its six | Tease. compared with previous the story of Ilg’s wartime role as 
—— — , cies, will be in charge of the pro-|divisions, has appointed William |©@™Paigns. However, he pointed pee pce cone reg yh me 
2,808 +3§§ New York, March 12.—James W. | motional advertising division. F. Keeton to assume charge of all|°Ut, advertising volume will be Mergers! rig ogy ee 
3,313 oung * Walter Thompson Stk 5 advertising. Mr. Keeton, recently |Comtingent upon the production |@" SESS .sups. 
33,477 ompany has been reelected chair-| Diqns New Radio Station |returned after two years as a| Volume in the coming weeks. 
2,790 pees ty ee Council, Monroe County Broadcasting | Navy aerial photographer, was i . 
én 4s a ho vgs a director Company, Rochester, N. Y., wil]|With the company in a sales ca- To Open Toronto Office POINT OF SALE DISPLAYS 
vy-d 4 in accepting the position once |Pe2 a new station, the fourth pacity for six years before he en-| Harold F. Stanfield, owner of the aadia. Wellened, Modeled. Finished. 
38,11 ore, Mr. Young remarked on commercial station in the city, as|tered service. Montreal agency which bears his 
31,633 5 ; soon as equipment can be ac-| Gar Wood’s six divisions—boat, | ame, will shortly open and man- 
54374 ..gnow many businesses were Coop-| quired. License to operate a stand- P : age a Toronto office at 311 Bay St 
23.258 =‘@rating with the council through |ard station during daytime’ hours road machinery, hydraulic hoist, Walter S. Nugent, formerly with 
70's66 ..#edvertising in emergency peace-|on a 680 kilocycle band with 250| Winch and crane, heating and ven-|wajcsh Advertising Company, To- 506 S. Wells St 
82,196 -+!fime programs to ease the housing| watts power has been granted by |tilating, and bulk tank—have in|ronto, and Clifford P. Sutcliffe, nfpiesnnig Ey 
86.603 +7 fpnd food crisis, and to support|the FCC. the past carried on individual ad-|formerly with Ronalds Advertis- vans Coe cmegee 7 
“re a ccident prevention and _ public 
40'087 7qpealth. 
18,519 +5@ Reelected as vice -chairmen| 
40.000 Ta rere Kerwin H. Fulton, Outdoor 
93,329 +tHidvertising Inc.; William Reydel, 
86,402 .ogewell- Emmett Company, and| 
——faul B. West, Association of Na-| 
14.673 0 Bonal Advertisers. Frederic R. 
amble of the American Asso- 
jation of Advertising Agencies 
vas renamed secretary-treasurer, 
d Theodore §S. Repplier con- ‘ ? 
ton Roug@iues as president. ae 
irgaret r 
1 radio di Directors Elected R t TA t L * A L a « y 
The council elected the follow- c 
g directors: Representing adver- . 
sers—Lee H. Bristol, Bristol- 
fyers Company; A. O. Bucking- 
m, Cluett, Peabody & Co.; Carle- 
bn Healy, Hiram Walker & Sons; 
T. Kittinger, Shell Oil Com- 
SE any; Charles G. Mortimer Jr., 
neral Foods Corporation; Stuart 
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eabody, The Borden Company; 


W. Roden, American Home| — 
oods, Inc., and Mr. West, ANA. | ‘eg, iy 
Representing agencieSs—Don'| i 
elding, Foote, Cone & Belding; | . a 


. N. Brockway, Young & Rubi- | 
km; Thomas D’A. Brophy, Ken-| 
n & Eckhardt; Mr. Gamble, Four 
's; J. F. Oberwinder, D’Arcy Ad-| 
rtising Company; Mr. Reydel, | 
ewell-Emmett; W. S. Sheily, N. | 
). Ayer & Son, and Mr. Young. | 
Representing newspapers — Ed- 
in S. Friendly, New York Sun, 
d Buell W. Hudson, The Call,| 
yonsocket, R. I. Magazines— | 
rank Braucher, Periodical Pub- | 
ners Association, and A. E. | 
inger, Crowell-Collier eee. | 
g Company. Radio—Kolin Hager, | 
GY, Schenectady, and Edgar | 
bak, MBS. Outdoor—E. C, Don-| 
lly Jr., John Donnelly & Sons, | 
d Mr. Fulton, OAI. 

Directors - at - large—Chester J. 


ON 


BRoche, LaRoche & Ellis, Mr. 
pplier, John Sterling of This 
eek Magazine, and Harold B. 


iomas, Pedlar & Ryan. 


o Join Tatham 

Mary R. Sheridan, formerly 
dia director of Ivan Hill, Chi- 
s0, has been appointed media | 
rector of Tatham-Laird, Chicago. 
bul E. Kelly, recently released 
m the Army Air Corps and be- 
e that with McCann-Erickson 
! Young & Rubicam, has joined | 
gency to manage production 
1 traffic. 


ad 


- the number of sales opportunities the readers 
of SUPER SERVICE STATION Magazine have each month 
FRIENDLY, intelligent service, plus 


f 
\. 
ie 
| 


at their gas pumps. 


convenience are the factors in the big swing of customer traffic to 


7 
| 
| 
| 


ation now 
per taaue 


independent super service stations. YOU will find a direct route , 


to this huge market through consistent advertising in this magazine. 


THE IRVING-CLOUD PUBLISHING COMPANY 
435 N. Michigan Ave., Chicago 11 * 420 Lexington Ave., New York 17 * Leader Bidg., Cleveland 14 
Also publishers of JOBBER TOPICS, the automotive jobber's ‘Bible’ 


> SUPER SERVICE STATION Magazine | 
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ince the Lieutenant put his ad 
''FDF Flint, he’s sleeping 
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Farm Linage 
Moves Upward 
During March 


Chicago, March 14.—Farm pub- 
lications, apparently untroubled by 
industrial strife, moved generally 
forward to new high advertising 
levels with their March issues, the 


The farm market is a Permanent 
Market and the 28,188 Farm 
Leaders are Permanent Leaders. 


To sell your product to the Farm Market, you 
must keep your selling story permanently 
before these Farm Leaders thru — 


AGRICULTURAL cca 
LEADERS’ DIGEST | 


139 WN. Clark St., Chicago 2 


|total of all types of publications 
whose linage is reported by ApvER- 
TISING Ace showing a 13.8% in- 
crease for the month, when com- 
pared with March of last year. 

The farm magazine classifica- 
tion, with 431,444 lines during 
March, was up 35.6% from last 
year, and other March monthlies, 
carrying 474,230 lines, were up 
20%. 


Decreased in February 


Monthlies reporting February 
volume, on the other hand, carried 
24,381 lines of advertising, a de- 
crease of 11% from February, 1945, 
figures. February semi-monthlies, 
with 691,413 lines, were up 8.8% 
for that month, and February bi- 
weeklies, with 89,319 lines, were 
up 25.3%. 

February weeklies carried 63,427 
lines of advertising, up less than 
1% from the previous year, and 
dailies showed a loss of 8.7% for 
the month. 

March figures for Canadian pub- 
lications totaled 427,734 lines, up 
17.8% from the previous year. 


ing market! 


Knight, and a host of others. 


Month after month, outstanding editorial content teams up with 
quality advertising in the pages of OUTDOORS to sell ONE 
QUARTER MILLION spending sportsmen in a rich, responsive buy- 


The OUTDOORS market is made up of real sportsmen— 
men who respond to such brilliant OUTDOORS authorities as Lee 
Wulff, Colonel H. P. Sheldon, Henry P. Davis, Elon Jessup, Albert 
Dixon Simmons, George Robey, Nash Buckingham, John Alden 


OUTDOORS’ editorial policy of publishing the very best 
features and stories obtainable has increased its net paid 
circulation by over 98.7% in just six years! 


a Since 1939, so many advertisers have discovered that OUT- a 

: DOORS' powerful editorial influence is translated into strong, effect- Him 

ns ive selling power, that OUTDOORS’ advertising lineage has in- Him 

™ creased by a phenomenal 360.5%! ek 
* 7 For advettisers of sporting equipment and all men's products, 


here's a fact: to sell the spending sportsman 


It's Time Je Ge OUTDOORS! 


You can go OUTDOORS in 1946 by reserving your space now 


‘Se 
e- 
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MARCH ADVERTISING LINAGE IN FARM PUBLICATIONS 


Meredith Reports 
Plastic Molding 


Press Successtul 


Des Moines, March 12.—Mere- 
dith Publishing Company, pub- 
lisher of Better Homes & Gar- 
dens and Successful Farming, has 
announced that it has “proved 
the practicability” of plastic mold- 
ing presses by use of a new press 
designed and built for it by the 
Capital City Printing Plate Com- 
pany here. 

The machine built for Meredith 
is said to be the only one of its 
kind designed for the special elec- 
trotyping process. Other plastic 
molding presses now in use have 
been converted from regular types 
of presses. 

Robert Myers of the Capital City 
Company, who installed the Mere- 
dith equipment, asserted that the 
|press makes molds equal if not 
|superior +o the finest lead mold. 
| Vinylite, a synthetic resin of the 
|thermoplastic type used in the 
| process, is supplied to the special 
|molder in 20x50-inch sheets of 
30/1,000 of an inch thickness. 


Little Pressure Used 


Little pressure is 
comparatively, with 
material. Half-tones and _ type 
matter, Meredith asserts, can be 
|reproduced without the necessity 
of any special patterns. Cuts 
mounted on wood, incorporated in 
type matter, are molded with “ex- 
cellent” results. The thermoplas- 


necessary, 
the plastic 


itic sheets are first warmed, then 


sheet and pattern are entered be- 
tween press platens and molded. 
A heat-resisting synthetic molding 
blanket controls depth of impres- 


| Sion. Under the pressure, the ma- 


elastic condition for easy removal 
from the pattern without stretch- 
ing or distortion, although no 
graphite or releasing agent is used. 

Time-taking operations, such as 
cutting down, flashing and build- 
ing, are eliminated. Molds can be 
used repeatedly if more than one 
electrotype is desired. The plastic 
can be reheated and restored to 
its original condition for future 
molding. 

Meredith reported that it has 
printed “a complete magazine 
from plates made from plastic 
molds,” and has used the method 
under “actual publishing condi- 
tions since 1943.” 


Pratt’s Foods Plans 
$2,000,000 Expansion 


New York, national distributor of 
fresh frozen foods under its own| 
label, has completed’ refinancing | 
which will add more than $2,000,- 
000 to its capital and allow more 
than double an increase in present 
sales volume. 

Through William H. Weintraub 
& Co., New York, Pratt’s has been 
using “thank you” copy, captioned 
“Memo from a Young Giant,” to 
housewives, dealers, growers and 
|packers for their cooperation in 
|the company’s “13 years of 
planned expansion.” Current dis- 
itribution includes 50 frozen food 
products in consumer and insti- 
tutional size packages, covering 
vegetables, fruits, fish and cooked 
food items. 


Plans National Ads 


Thaden-Jordan Furniture Cor- 
poration, new manufacturer in 
Roanoke, Va., plans to advertise 
its molded plywood dinette and 
| breakfast room suites in national 
magazines. Houck & Co., Roanoke, | 
handles the account. 


Pratt’s Fresh Frozen Foods, Inc., | 


| local 


County. 


‘Reading, Pa., Runs 
Local Ads for Aid 


in Later Campaig 


Reading, Pa., March 12.— Thé 
Chamber of Commerce of Reading 
and Berks County, Pa., is runnin 
a local campaign of full-page ad 
vertisements in seven newspaper 
to “sell the home folks” on thei 
city and county, and pick up idea 
for a later campaign. 

The ads are built around 
$1,000 prize contest for the bes 
letters and slogans telling ‘wh! 
you like Reading and Berk 
Fifteen prizes, 
from $400 down to $20, are of 
fered. Copy explains that 
submitted will be pooled for 
|campaign later to 
and Berks County to the world’ 


Commercial Commerciag 
Display Display 
Excluding Excluding 
Poultry, Poultry 
Livestock Livesto: 
wer rete and ‘eestrrg r-— Total Advertising —— and Class 
1546— — — 194 1945 p—— 1946, | 241045 1946 1 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines I 
FARM MAGAZINES este MON 2S 31.6 23,000 31.3 22,768 19,461 19 
Dakota Farmer 43.0 33,381 35.0 27,192 30,622 2 
Capper’s Farmer .. 50.5 34,363 43.2 29,390 31,872 27,7835 | The Farmer ...... 61.3 48,041 50.0 39,213 38,323 3 
Country Gentleman. 85.1 57,833 66.6 45,304 53,972 42,633 Hoard’s Dairyman 47.6 34,618 39.1 28,480 29,613 2 
Farm Journal ..... 85.5 36,715 72.0 31,005 32,996 29,338 | Idaho Farmer ..... 37.0 27,887 38.4 29,044 24,301 2¢ 
Progressive Farmer: Indiana Farmer’s 
Carolina-Va. Sp ae a 31.6 24,808 32.6 25,579 17,226 19, 
here are 65.1 47,399 44.0 32,042 41,671 29,711 | Kansas Farmer .... 32.5 25,476 33.3 25,274 19,168 19 
Ga.-Ala.-Fla. Ed.. 65.8 47,954 44.2 32,213 41,4386 29,864 | Michigan Farmer .. 47.8 36,692 41.3 31,716 32,143 2 
Ky.-Tenn,-W. Va Missouri Farmer ... 6.4 5,003 5.6 4,341 4,613 
EIN sc incase 64.0 46,658 43.6 31,761 41,404 29,415 | Missouri Ruralist .. 30.5 23,160 27.9 21,177 19,667 17 
Miss.-La.-Ark. Ed. 60.9 44,336 42.2 30,770 38,277 28,353 | Montana Farmer .. 37.0 28,025 39.0 29,479 19,286 21 
Texas Edition ... 65.9 48,043 43.8 31,732 41,279 29,066 | Nebraska Farmer .. 63.8 48,222 651.1 38,745 39.077 321 
*In all 5 Editions. 53.7 39,094 36.9 26,918 35,228 25,338 | New England 
ever. § Waitiote<. 64.4 46,877 43.5 31,703 40,813 29,282 Homestead ...... 48.8 34,170 47.6 33,341 25,083 22,3 
Southern Agricultur- Ohio Farmer ...... 52.8 40,57 45.6 35,001 36,488 31,% 
i . abs enaddaoues* 37. 25,952 28.0 19,570 22,757 18,225 Oregon Farmer . 36.5 27,618 35.4 28,821 24,032 26,% 
Successful Farming. 94.0 42,191 77.0 34,496 38,754 31,984 Oregon Grange 
a ee. rr 14.0 15,120 138.3 14,448 15,120 14,4 
Total Group ..... 73.9 431,444 504.6 318,283 384,418 296,324 | Pennsylvania Farmer 47.3 36,312 41.0 31,497 32,659 2857 
RS Utah Farmer .. 25.6 19,355 24.6 18,608 17,428 16,57 
FARM PAPE Wallaces’ Farmer & 
Monthlies: Iowa Homestead 64.5 50,603 64.4 50,502 42,015 41,3 
Agricultural Leaders’ Washington Farmer 38.5 29,096 38.8 29,369 25,510 26, Thy 
ae 5.5 6,962 37.6 7,364 6,962 7,364 Western Farm Life. 48.6 38,100 43.4 $34,001 22,140 20,71: 
American Fruit Wisconsin Agricul- 
Gem. ccvecsaces 27.0 11,598 25.0 10,915 11,229 10,682 eee 53.8 42,152 46.9 36,755 38,067 32.4% 
American Poultry ae 
Suernat: Total Group ....900.5 691,413 825.6 635,351 572,037 529,%9 
Eastern Edition .. 74.3 31,854 61.6 26,414 29,474 24,594 Bi-Weeklies—February ‘ 
Central Edition 59.6 25,577 50.5 21,649 23,197 19,829 | California Cultivator 45.6 34,483 35.8 27,069 
Western Edition . 48.4 20,765 39.7 17,043 18,385 15,223 | Dairyman’s League 
*In all 3 Bditions.. 43.5 18,657 36.0 15,463 16,277 13,643 News ......-..++- 7.7 5,593 4.7 3,418 
+Better Farming Prairie Farmer 67.0 49,243 56.0 40,787 
Methods ..... eee- 26.1 11,216 21.2 4,461 11,216 4,461 ee ee ey ee eee 
Better Fruit ....... 21.1 8,890 18.1 7,628 8,890 7,623 Total Group ..... 120.3 89,319 96.5 71,274 
Breeder’s Gazette .. 22.0 9,899 24.2 10,878 7,354 9,153 | Weeklies—February 
California Citrograph 23.7 15,904 16.7 11,242 15,904 11,242 | Capper’s Weekly 9.8 22,010 9.7 21,734 10,904 12,6% 
Carolina Co-operator 10.9 4,578 11.0 4,610 4,504 4,557 | Weekly Kansas 
The Cattleman ....121.0 50,868 101.6 42,672 30,670 28,693 City Star ........ 16.8 41,417 16.7 41,187 28,577 29,4 
Cooperative Digest. 16.0 3,360 21.5 4,515 3,360 4,515 = ees, ee Seine) Seen e 
Electricity on the Total Group ..... 26.6 63,427 26.4 62,921 89,481 42,09 
OUR. kes ieee sia 27.2 9,698 19.8 7,078 9,698 7,078 Dailies—February 
Farm and Ranch 39.8 30,160 34.2 25,867 25,326 21,904 | Chicago Daily 
Farmer Stockman 35.0 26,825 21.0 15,805 24,818 15,058 _ Drovers Journal.. 24.7 652,674 27.5 58,556 27,843 31,76 
*Florida Grower ... 15.0 10,212 16.1 10,942 9,702 10,432 = C em ona eneea 002 tute. deen 
Kentucky Farmers’ rovers Telegram 382, ’ . ’ ’ 41,263 
Home Journal 21.0 16,482 17.5 13,680 13,917 11,565 a ge <4 Jour- 16 Raa 00S a ee 
Michigan Farm nal Stockman E ° . . ’ 619 
News 7), a 2.3 4,864 1.7 8,624 4,718 3,528 maple Daily Live vale! -th'des, ‘tale! ‘dnsed! acted 
National Live Stock Stoc eporter 4 . , , 20 
Producer .......- 13.2 9,656 16.7 12,175 9,408 7,890 SE) RR ee eins | Stein 
New Jersey Farm Total Group ..... 105.8 225,368 115.9 246,801 128,951 144,96) 
and Garden ...... 43.5 19,595 39.3 17,716 16,493 14,568 | ————— 
Ohio Farm Bureau SNot included in totals. 
aaa 34.0 7,196 42.0 7,776 6,861 7,776 ;Published monthly; 1945 issued every other month. 
Poultry Tribune: 
Bastern Edition .. 89.6 38,485 71.7 30,753 22,402 16.235 | CANADIAN 
Central Edition 72.9 81,285 58.8 25,031 19,292 14,688 | eqanagianc * 
Western Edition . 57.9 24,852 44.8 19,208 17,075 12,434 Canadian Country a a. a. , 
‘ RR 6 oa ets 56a cave 6.9 25,837 36.0 25,284 20,400 19,11 
Pacific Edition 55.9 23,994 44.4 19,058 16,469 12,142 | phe Country Guide. 45.3 32,630 36.1 25.980 32.630 259 
*In all 4 editions. 51.2 21,980 39.7 17,020 15,792 11,895 | spony Herald & gi ate? ie = 
Southern Farmer .. 4.38 3,412 4.7 3,792 3,412 3,792 Weekly Star: 
a — 87.6 26,816 34.7 24,3056 28,420 23,766 Eastern Edition.. 79.5 79,485 61.9 61,856 52,259 39,61 
ste ] di . 67, 52 62. 2,35 5 36,9 
Journal .......... 25 010s 6 Oe OE WO) eee Se eee 
*Western Livestock se ‘ 5 7457 5 oye 
BEIGE - sy00%c0s: 206.0 40,556 92.0 86,000 I6RUE seen ger ek: Oh See Pee. ae, 
4 Se ee ee ee & Home Magazine 40.5 28,461 32.3 22,569 22,398 16,814 
Total Group. -..--1.019.8 474,250 879.6 $96,264 884,449 $16,360 | warmer's Magazine. 84.7 24,266 34.3 28,996 321,698. 21,1 
, “ 4 eee . eo eo of e *Free Press Prairie 
Arkansas Farmer . 9.6 7,276 14.6 11,039 7,276 11,039 Waemer .......,.« 86.0 96,750 77.2 86,808 49,453 
Idaho Granger ..... 10.3 11,214 9.8 10,682 11,214 10,682 | swostern Producer. 51.0 54,508 44.0 47089 25.293 
Nation’s Agriculture 13.0 5,891 12.6 5,677 6,891 65,677 : ease: ; £: xe ‘ nl o 
ae al inintinds ae ae i “as 5 
Total Group ..... 32.9 24,381 37.0 27,398 24,381 27,398 Total Group ..... 467.1 437,784 398.0 368,046 290,262 246.3 
Semi-Monthly—February " : 
American Agricul- *February linage. 
terial cold-sets to a hardened | 


rangin 


idea 


“sell Reading 


It points out that other commu! 
ities are gaining national respec 
and increasing in wealth throug! 
publicity and advertising cam 


paigns. 


The local campaign also in 
cludes use of radio, posters, mov! 
trailers, etc. The drive is handle 
by Ivan B. Romig Advertisin 
Agency here. No decision has bee! 
reached on media to be used } 
the forthcoming drive to attrac 
new industries to this area. Th 
local ads are each sponsored by § 


ganization. 


industrial or business 0 


Delays Issue Date 

First issue of the new magazin 
College and University Busines 
919 N. Michigan Ave., Chicago 
which was scheduled to appear ' 
April, has been delayed until Jv 
because of printing difficulties. 
closing date of June 17 has bee 


set. 
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headquarters for the present in 


| Williamsport, Pa. 


Admen Set the | joined Bert S. Gittins, Milwaukee, | 


Armed Forces 


Warren W. Hutton (Navy) has 


as account executive serving in- 
dustrial clients. 

James Vernor Jr. (Army) has 
been elected executive vice-pres- 


Walden Ford (AAF) has opened | ident of James Vernor Company, 


the Ford Advertising Agency in 
Enid, Okla. 

Maj. Carl V. Roberts has joined | 
the creative merchandising staff of 
the direct mail advertising division 
of R. L. Polk & Co., Detroit. 

Joseph M. Arnold Jr. (Army) | 
has returned to W. Earl Bothwell | 
Advertising Agency, Pittsburgh, as 
art director. He will handle art 
direction on the Boyle - Midway 
and other consumer accounts. 

Captain Kenneth C. Shenton 
(AAF) has been appointed asso- 
ciate art director of Wilson, Haight, 
and Welch, Hartford. 

Maj. Clay Shaw (Army) has 
been named head of promotions 
of the International Trade Mart, 
New Orleans. 


L’Amoreaux Resumes Duties 


George A. L’Amoreaux (Navy) 
has resumed his duties as promo- 
tion manager of the Western Mer- 
chandise Mart, San Francisco. 

Col. Eliot Stoutenburgh has re- | 
turned to his former positions at 
Acme Breweries, San Francisco, as 
staff attorney and chief of adver- 
tising promotion. 

T/Sgt. Al Sperisen, Capt. R. G. 
Beaumont and Sgt. Harry Fletcher 
have rejoined the San Francisco 
office of Foote, Cone & Belding. 
Newcomers to the agency are Maj. 
Wally Leach, Sgt. Murray C. Hunt, 
Maj. James S. Sullivan, S/Segt. 
Frank McInerney and Capt. Tom | 
Clarke (Marines). 

Lt. Merrill Gregory (Army) has | 
been named assistant editor of 
Wallaces’ Farmer, Des Moines. 


Three Join Seattle Agency 


Lt. Comdr. C. Gerald Guinn and 
Lt. Comdr. Judson C. Hubbart Jr. | 
have joined the Seattle office of 
Mac Wilkins, Cole & Weber as 
food account executive and copy 
director, respectively. 

Maj. J. K. Tool (AAF) has been 
appointed head of the art and pro- 


duction department of Wayne 
Welch, Denver. 
Lawrence A. Therien (AAF) 


has joined the staff of Ryder & 
Ingram, Oakland, Cal. 

Daniel M. Davis (Army) has re- 
turned to Sykes Advertising 
Agency, Pittsburgh, as manager of 
the industrial division. Lt. Stephen 
B. Lewis (Navy) has rejoined the 
agency as manager of the con- | 
sumer products division. | 

Don McGuiness (Navy) has re- | 
turned to his former position as 
manager of the Chicago office of | 
Campbell-Sanford Advertising 
Company, Cleveland. 

J. Duncan Muse (AAF) has been | 
appointed account executive of Al- 
lied Advertising Agencies of Flor- 
ida. 


Joins J. R. Pershall 


Benton V. Covert (Army) has 
joined the art staff of J. R. Per- 
shall Company, Chicago. 

Paul Englehart (Army) has 
joined Conner Advertising Agency, 
Denver, as account executive. 

Capt. David Lasley (Army) has | 
been appointed advertising and | 
promotion manager of KPO, San 
Francisco. 

James L. Grubb (AAF) has re- 
turned to his position as produc- | 
tion manager of Bayless-Kerr 
Company, Cleveland. William C. 
Diehm, acting production manager 
in Mr. Grubb’s absence, has been 
advanced to the position of service | 
manager. 

Lt. William H. Ohle (Navy) has 
rejoined Needham, Louis and | 
Brorby, Chicago, as account ex- 
ecutive, | 

Capt. George B. Frank has re- | 
turned to Goodkind, Joice & Mor- | 
gan, Chicago, as production serv- | 

manager. 

Sgt. Phil W. Tobias Jr. has| 
joined Simmonds & Simmonds, 
“hicago, in charge of media and_| 
esearch. 

Lt. Leonard G. Phillipps (Navy) 

as been appointed manager of | 


the Closure sales division of | 
Owens-Illinois Glass Company, 
| ledo, oO. 


_ Comdr. Raymond W. Andrews | 
been appointed merchandising | 
manager of the radio division OF | 
‘vania Electric Products, with! 


Detroit ginger ale manufacturer. 

Carson Magill (Navy) has 
joined the sales staff of KROW, 
Oakland, Cal., as account execu- 
tive. 


Appoints Newens 


W. J. Newens (USNR) has been 
appointed account executive of 
Allen & Reynolds, Omaha, Neb. 

Capt. Eugene N. Axtell has re- 
joined Russel M. Seeds Company, 
Chicago. 


Joe C. Rogers (AAF) has joined 
the sales staff of Outdoor Adver- 
tising Incorporated in Houston. 

William H. Leary Jr. (Army) 
has joined the research depart- 
ment of Ralph H. Jones Company, 
Cincinnati, as market research 


'analyst. Capt. Frederick Sherman 


has joined the agency’s copywrit- 
ing staff. 


John C. Buffum (Army) has 
|been named production manager 
_of Sternfield-Godley, New York. 

Ray Peck (Army) has rejoined 
Interstate United Newspapers, 
Inc., New York, as vice-president. 

Lt. Standish C. Marsh (Navy) 
has rejoined J. Walter Thompson 
Company, New York, as merchan- 
dising executive. 

Lt. Fred A. Williams (Navy), 
formerly campaign and publicity 
director for Ketchum, Inc., Pitts- 
burgh, has joined Slaymaker Lock 
Company, New York, as assistant 
sales manager. 

Lt. Comdr. Carl V. Schuchard 
(Navy), formerly advertising and 
sales promotion manager of Comex 
Wines & Spirits, Inc., has joined 
Benson & Hedges, New York, as 
advertising manager. 

Arthur Forester (Office of Stra- 
tegic Services), formerly adver- 
tising manager of W. & J. Sloane, 
New York, has joined Carl Reim- 
ers Company, New York, in an 
executive capacity. 

Lt. Alfred Whittaker (Navy), 
formerly with WPB and the A. 
'C. Nielsen Company, has joined 


Benton & Bowles, Inc., New York, 


as assistant to the director of re- 
search. 

Nathan A. Zelikow (Army), 
formerly with MacGruder & Co., 
Denver advertising agency, has 
joined Marshall Hough Company, 
Advertising, New York, as account 
executive and radio director. 

Lt. George Warren Sumner 
(Navy) has returned to the G. 
Lynn Sumner Company, New 
York advertising agency, as a 
management executive. 

Ist Lt. Samuel Boyd (Army) 
and M/Segt. Robert C. Lewis have 
rejoined Needham & Grohmann, 
Inc., New York, as_ production 
manager and traffic manager, re- 
spectively. 

Lt. Kent Blatchford (USNR) has 
joined the Chicago sales staff of 
True Story, 

Richard L. Brecker (Marines 
and OSS), formerly with Young 
& Rubicam, Inc., New York, has 
joined the radio department of 
La Roche & Ellis, Inc., New York. 


Appoints Charles Hoyt 


Devoe & Raynolds Company, 
New York, has appointed Charles 
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|W. Hoyt Company, New York, to 
handle the advertising and sales 
promotion for its nationally dis- 
tributed lines of paints and re- 
lated products for household and 
industrial use. 


Perfex Forms Canadian 
Subsidiary in Toronto 

The formation of a Canadian 
subsidiary to be known as Perfex 
Controls has been announced by 
the Perfex Corporation, Mil- 
waukee, manufacturer of auto- 
matic temperature controls and in- 
dustrial engine radiators. Head- 
quarters will be in Toronto. 

Officers of the new subsidiary 
are J. K. Luthe, president; C. E. 
Lewis and E, G. Spall, vice-presi- 
dents; V. R. Tate, secretary; A. L. 
Eastcott, treasurer, and J. F. Van 
Lane, assistant treasurer. 


Gardner Names Kirchhoff 


J. V. Kirchhoff has been named 
treasurer of Gardner Advertising 
Company, St. Louis. He also re- 
tains his previous office of secre- 


tary. 
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y / Plans Radio Group Erwin Wasey Adds Four Myron Jonas Co. Moves 
WSS S L Executives from radio stations; Erwin, Wasey & Co., Chicago,| The Myron X. Jonas Studi 
e+ throughout Alabama met in Bir-|has added four recently demobi-|New York, specialist in ser\ 
mingham March 5 to discuss for-|lized servicemen to its staff: John|firms in the graphic arts, pape! 
mation of an association of Ala-|L. Gwynn, in charge of traffic con-|and allied industries, has move 
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bama stations and to lay plans for 


trol; David B. Williams 


, 2 


the 


to larger quarters at 154 Nassau 


future expansion of radio facili-|traffic control department; Boyce|St. The company will act as 
Jf A ties in the state. Plans for alloca-|S. McCoy, in the media division, | advertising agency, as well as en- 
ay tion of time for the gubernatorial |and Chandler Bates Jr., in the pro-|gaging in industrial design a1 ’ 
/ / / , campaign were also discussed with | duction department. advertising art work. ’ 
« | i representatives of both candi- ensinapasiene a Sm | 
oy your merchandise to “Up Front” sales = cures. Leveque Opens Agency | Columbia Names Newton 
: Display Gulid's metal merchandisers. Origina > a i 3 , . > “Wi- , -_ an 
' designs and high skill produces cabinets, stand Butler Joins McKinsey aati ak he an ee ee “ 
and dispensers in a wide variety of materials and : . , » ay Fi een, e researcn stall since 1, ha 
push purchases. Let us design your exhibits now. Ralph R. Butler, formerly di- New York, has opened an adver-|been appointed manager of re- 
; rector of market research for Ken-|tising and public relations office|search and development for Co- 
, dall Mills, Walpole, Mass., has|under the name of J. Y. Leveque|lumbia Chemical Division of Pitts- 
Designers and Fabricators of Metal, Plastic” and Wood Displays for Counter, Window and Floor « Business ExhiIS  iSined McKinsey & Co., manage- & Co. with offices at 548'S. Spring burgh Plate Glass Company, Pitts 
_ ment consultants, New York. St., Los Angeles. burgh. ( 
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Zz = ,commercial sales managers, dis- | ; 45 
call Pangman Retires | trict representatives, and other key Two State Universities 

pr |sales people. ‘Sponsor Radio Meeting 


ing Company, brother, Allison Maxwell, recently | vances, including FM and tele- Deadline MARCH 30! 
has retired after | released from the Army air forces, | vision. This marks resumption of ° 113 
| Oe 35 years of ac-| have formed Maxwell Associates, |the series after a lapse of three Published Apri e 


jas D'Arcy Sec’y; — 
| Cron k Elected ‘Maxwells Open Office 


” . Elisworth G. Maxwell, formerly 
St. Louis, March 12.— Cecil C. | on the public relations staff of Ford 
‘angman, secretary and treasurer Motor Company and publicity di- 
ind a director of D’Arcy Advertis-| rector at Willow Run, and his 


tive service. Mr.| Public relations service, with of- 
tive of Canada ing, Indianapolis. 
came to St. — 


Louis in 1911 to| Increases Ad Rates 


join the adver- : f F 
tising agency | Effective with the May issue, 
wkiss @s : the New World-Nouveau Monde 


Pangman, a na- | fices in the Merchants Bank build- | 


magazine combination, published 


| 


| The electrical engineering de- 
|partments of Ohio State Univer- 
|sity and University of Illinois will 
|sponsor the Sixth Annual Broad- 
|cast Engineering Conference in 
Columbus, O., March 18-23, to dis- | 
cuss radio’s wartime technical ad- | 


War years. 

Among 20 leading speakers 
|scheduled to review significant ad- 
| vances in the radio field are: A. B. | 
|Chamberlain, chief engineer for 
|CBS; Lyn Smeby, associate direc- 
| tor, operational research staff, of- 
|fice of chief signal corps officer, | 
War Department, and Ralph Har- 
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1945 C. C. Pangman He Pion elected | ronto, will increase its advertising | ° 
s Lines a irector in/rate from $975 to $1,100 per full | ‘ ‘ Amer umber 
1917 and in 1920 secretary and|page based on an anticipated cir- | Sapolin - Oo Connell fics | LCon mon 
22,937 I treasurer. culation in excess of 200,000 for | e apolin ompany, ew | . cael 
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35,839 Bs arcy board of directors. a reso-|F: F. Smith has been appointed |and enamels, has appointed R. T. | ; 
165,026 softs ened 7 ae vice-president of the magazine |O’Connell Company, New York, as 
19,576 lution Was passed expressing re-| 3 . atl ti | it 7 i poastiat : 
sret at Mr. Pangman’s retirement | Combination and will continue as|its agency. e advertising was 
48.300 gret a tae : | general manager. formerly handled direct. 
Eis) smcnhlad and appreciation of his long serv-| 
1,404,217 [Eice with the company. | 
: Eugene D. Cronk, who has | oe Ge me es ee ee es ee es 
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19,005 ares : “eet > 
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137) I Frigidaire Begins . _ BULLETIN NO. ® q 
25,914 | Training School | i : ; 3 
Ryr The Frigidaire division of Gen- | E 
= eral Motors Corporation, Dayton, | Qf 
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Boston Radio Editors 


Form Own Organization 


Boston station and wire service 
newsmen have formed the Boston 
Radio News Editors Association to 
further the interests of radio news 
in the city. First project is to get 
accreditation at the State House, 
with facilities similar to those 


granted the press association. Ron 
Cochran, head of WCOP’s news 
department, has been elected 
president. 


CDNA Appoints Dean 

N. S. Dean has joined the Cana- 
dian Daily Newspaper Association, 
Toronto, as assistant to the secre- 


tary and director of research. 


The tested, 


food medium! 


IS THE LEADING PAPER 


1. Because it is the largest, 


packers, locker operators, 


1946). 


and others. 


CHICAGO 
OFFICE 


612 N. Michigan 
Avenue 


accepted frozen 


WHY ‘“‘QUICK FROZEN FOODS” 


FROZEN FOODS 


PROCEZ/ING DISTRIBUTING 


The National Publication 4 The Quich Freezing Sndustry } 


“Since 1938” 


oldest, (since 1938), publica- 


tion in the industry with a proven readership among 


distributors, and all who come 


under the common denominator of quick freezing. 


2. Because it is the only ABC publication in the frozen 
foods industry, with a complete distribution of 8000 
copies and a paid circulation of 5600, (as of Jan. 1, 


3. Because it is widely quoted and referred to constantly 
by all members of the industry. During 1945 “QUICK 
FROZEN FOODS” handled 1520 inquiries for industry 


information from freezers, distributors, locker operators 


“The Magazine that grew up with the Industry” 


FROZEN FOODS @ 


and The Locker Plant 


MAIN OFFICE 
82 WALL STREET 
NEW YORK CITY Seattle 


COAST OFFICES 


San Francisco 
Los Angeles 


Ramspeck Predicts 
Prewar Air Fleets 
to Triple by 1947 


New York, March 12.—‘By the 
end of 1947, the airline fleets will 
reach a total of 1,239 aircraft, ac- 
cording to orders and options now 
in effect [and] these aircraft will 
seat 40,000 passengers and will be 
capable of operating 10 billion pas- 
senger miles a year,” Robert Rams- 
peck, executive vice-president of 
the Air Transport Association, told 
the New York Advertising Club 
at a luncheon meeting last week. 
“This means,” Mr. Ramspeck 
explained, “a fleet of planes more 
than three times the prewar total 
of 359 and seven times the 6,250 
seats available in prewar days.” In 
spite of wartime handicaps, air- 
lines added 4,042 domestic route 
miles and 23 stops during 1945, he 
added, and international route 
miles rose to 106,197. The number 
of schedules also multiplied, he 


pointed out, showing as an ex- 


ample that between 22 important 
pairs of cities, 131 flights were 
added in 12 months, with the rise 
even greater now that the flow of 
available planes is mounting. 


Employment Up Sixfold 


The Civil Aeronautics Admin- 
istration forecasts, Mr. Ramspeck 
said, that by 1955, production of 
planes in this country will give 
direct employment to 308,000 
workers, with the operation of 
these planes at home and abroad 
giving employment to an addi- 
tional 325,000 people. This is a 
total six times the prewar figure, 
he said, and to this might be added 
268,000 who will derive employ- 
ment indirectly from aviation ac- 
tivity. 

Mr. Ramspeck stated that the 
CAA predicts the airlines of the 
United States will be a leading 
employer, accounting for more 
than one-quarter of the total. For 
the fleet of planes contemplated 
before the end of a year or pos- 
sibly two, flight crews alone would 
require 25,000 personnel, with 
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total payrolls about five and a4 
half times that number, CCA esij- 
mates. Skilled mechanics and 
their helpers will be most in doe. 
mand, pilots second, stewards and 
stewardesses third, and ground 
communications officers fourth. 

In 1941 total personnel of air- 
lines was about 26,000. It jumped 
to more than 50,000 last year, and 
will triple within the next few 
years. CAA estimates cover 4l] 
aviation activities, such as private 
flying, contract and charter serv- 
ices—as well as new transport 
carriers, sometimes called feeder- 
lines—he pointed out. 


Gardner Adds Two 


William H. Gerstenberger, for- 
merly with Loucks and Norling, 
commercial film producer, and 
Robert J. Hooper Jr., recently re- 
leased from the U. S. Maritime 
Service, have joined the New York 
staff of Gardner Advertising Com- 
pany as associate account man- 
ager on the New York Stock Ex- 
change account, and production 
service manager on the same ac- 
count, respectively. 


| Train now for better business with 


ILLUSTRAVOX 


SUN's percent (ist) 
of five-paper 22.3% 
linage. (2na) . 
21.1% 
(3rd) 


(3rd) 
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18.6% 


19.9% 


1943 1944 sai 


motion picture 
advertising... 


Movie managers look for quick, 


sure returns .. . every day of the 


week. And in Chicago they've chosen The Sun as their Number One 


Medium in a five-paper town. People who read The Sun and go to 


the movies, also buy cereals, soaps, tooth paste . . 


money to spend for things they 


. solid folk with 
see advertised in The Sun. 


Source: Media Record 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. ¢ 250 Park Ave., New York 17, N. Y. 


National Rep» 
CHICAGO: 360 North Michigan Avenu 
Atlanta+ Charlotte « Dallas+ Detrotts Kansas ¢ 


THE BRANHAM COMPANY 
* NEW YORK; 230 Park Aver 
yel 1» © Memphis St. Loutse San Fra 


FFICIENT, well-trained em- 
ployees are your key to better 
business and greater profits. For 
all types of sales or production 
training, you'll find that I//ustravox 
is the one best way. 


Portable and inexpensive, 
Illustravox uses records and slidefilm 
to present your perfected training 
message in attention-arresting pic- 
tures and spoken words. Illustravox 
saves man-hours, yet trainees learn 
faster, remember longer. 


No “war baby,” Illustravox 
was already field-tested and proved 
by leading industrial concerns 
before the war. Accelerated military 


MAKERS OF 


tt 


training programs further proved 
Illustravox superiority. Today, over 
75% of all sound slidefilm equip- 
ment in use is Illustravox. 


Order now—Illustravox is again 
available to private industry for the 
first time since 1942. Plan now to 
capture your share of the market with 
the aid of Illustravox-trained em- 
ployees. To guarantee speediest 
possible delivery, place your order 
today. In fairness to all, 
orders will be filled accord- 
ing to date received. 

The Magnavox Company, 
Illustravox Division, Dept. 

Compact — 
AA-3, Fort Wayne 4, Ind. easy carn 


LUSTRAVOX 


THE ILLUSTRATED VOICE 


FINE RADIO-PHONOGRAPHS 
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McCann-Erickson 


Official Charts 
Public Relations 


San Francisco, March 13.—In 62 
neaty pages of “Public Relations 
or Colleges and _ Universities’ 
Stanford University Press, $2) 
‘ E. Persons, vice-president of 
MeCann-Erickson, has constructed 
one of the most concise, clear-cut 
ind practical manuals yet pub- 
lished in the field. 

Although the title specifically 
limits the probable audience to 
educational administrators, the 
book is one which can be studied 
profitably by both business men 
and advertising practitioners. 

Mr. Persons recognizes funda- 
mentally that “the public relations 
of any organization are the right- 
ful responsibilities of its chief ad- 
ministrative officer.” He suggests 
that a persistent study of Lincoln’s 
presidential years will provide a 
working knowledge of public re- 
lations “beyond the scope of any 
textbook.” 


How Lincoln Did It 


Components of Lincoln’s_ suc- 
cess, Mr. Persons suggests, were: 
(1) a clear knowledge of his own 
purpose and a firm belief in it; 
(2) confidence in his ability to | 
win others to his side; (3) un-| 
limited patience; (4) a wide 
knowledge of available means and 
how to employ them, and (5) ex- 
penditure of time and thought re- | 
quired for planning and executing 
his procedures. 

Patience seems to be the chief | 
requisite for carrying out the) 
author’s suggested program of in- 
trospective examination, objective 
planning, personal leadership and 
careful organization to gain the 
end products of prestige and finan- | 
cial support. 

Pointing out that people are the 
real instruments of good public 
relations, he states, “It is the ex- 
perience of all who have tried it 
that column-inches in newspapers 
may add up to no public relations | 
at all or to very bad ones.” 


A Five-Year Timetable 


Advertising agents who have 
sweated out campaigns overnight 
will find ammunition for taming 
hasty clients in the five-year time- 
table Mr. Persons suggests for 
accomplishing solid growth. The 
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resented by Howard H. Wilson Co. 


first year, he proposes, “may well | 


be devoted to a definition of the 
institution’s area of prestige” and 
to selecting a nucleus for organi- 
zation. The second to “enlarging 
membership and getting ready to 
go.” The third to “testing pro- 
grams in actual practice.” The 
fourth and fifth finding all at work 
on well considered programs. 

“A ten-year plan, or a 20-year 
plan, boldly blueprinted, graphic- 
ally illustrated, and as completely 
developed as would be the projec- 
tion of a commercial enterprise,” 
he finds, “has large possibilities in 
every aspect of prestige endeavor.” 


Canada Dry Ups Moore 


Kingman Moore, administrative 
vice-president of Canada Dry Gin- 
ger Ale, Inc., New York, has been 
named executive head of the com- 
pany’s alcoholic beverage depart- 
ment, succeeding Willard A. 
Sayles, named vice-president and 
manager of the midwest division. 


COMPACT—A new counter display for 
the Pepsodent line of tooth brushes is 
this streamlined job designed by Ray- 
mond Loewy and manufactured by 


Harve Ferrill & Co. 


Named to the newly created post 
of national liquor sales manager 
is B. J. Hunter, formerly sales 
manager for metropolitan New 
York. 


‘Superman’ Helps Conoco 
Promote Oil and Gas 


With first 1946 copy breaking 
|last week, Continental Oil Com- 
pany is again featuring Superman, 
the cartoon strip character, in 1,040 
|newspapers of 1,000 cities and 
‘towns in the East, Midwest, and 
|South for Conoco Nth motor oil 
jand N-tane gasoline. Insertions 
‘range from 336 to 1,512 lines, ap- 
pearing weekly and bi-weekly. 
| At 1,180 poster points in Conoco’s 
| distributing areas, a total of 2,950 
outdoor posters are appearing, of 
which 400 are illuminated. Twelve- 
second chain breaks are sched- 
uled for 70 radio stations five 
times weekly. Back cover and 


and two oil and gas_ business 


53 


papers are scheduled, as are color 
and black and white pages at 
varying intervals in The Saturday 
Evening Post. Agency is Geyer, 
Cornell & Newell, New York. 


Texas Rangers Return 
to Arthur Church 


Arthur B. Church, Kansas City, 
organizer of “The Texas Rangers,” 
well-known Western song group, 
has announced their return from 


ithe armed forces to the airlanes. 


First New York show of the group 


'will be on March 11 over CBS at 


midnight (EST). 
New York offices for Arthur B. 
Church Productions have been 


|established at 475 Fifth Ave., with 
color pages in 13 farm journals|Arthur Popenberg as eastern 


sales manager. 


ADVERTISING 


TORONTO, 


MONTREAL, WINNIPEG, 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


REGINA, 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


But there’s a better way...Send for this helpful book...it’s FREE! 


You’ve probably wanted to do this a 
hundred times to that cluttered desk 
of yours. But it’s surprising how just 
a little of the right kind of planning 
—on paper—can keep things moving 
across your desk, get action from the 
people concerned, and clear your mind 
for the important executive tasks. 


i 


AS gs Ge ie 


JUST ONCE! 
I’M GOING TO 
CLEAN UP THIS 

JUNK HEAP! 


rid themselves 
more efficient, 


LOOK FOR THE WATERMARK ...IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


DN MIE: NLA 
BOND 


Companion papers for office use include 
|. Hammermill Mimeo-Bond and Hammermilt Duplicator 


4 


| ee 


Hammermill’s management-idea 
book, “Recipe for an Orderly Desk,” 
has helped thousands of businessmen 


You, too, will find this a genuinely 
practical “show how” book. Send 
coupon for your free copy. 


of routine and do a 
orderly day’s work. 


e@ And here’s a simple way to take the headaches out of your paper buying: Rely 
on the paper MADE for business use—Hammermill Bond. With your copy of “Recipe 
4 for an Orderly Desk,” we'll include the sample book of new Hammermill Bond. 


FREE—“Recipe for an Orderly Desk”’ and include 


ceoocsoooo meee 
Hammermill Paper Company, 1459 East Lake Road, Erie, Pa. 
| Please send me 

; a sample book of the new Hammermill Bond. 

| Name aa 

| 

| Position 

1 (Please write on, or 


attach to, your business letterhead) 
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and his widow and children (AA, 


Cowles’ Will Filed east 

Gardner Cowles Sr., mvcngeee 
of the Des Moines Register and | : 
Tribune, who died Feb. 28, ieft, Marvella Names Agencies 
an estate of nearly $700,000, ac-| Marvella Pearls, Inc., and Wein- 
cording to an estimate made in|reich Bros. Company, New York, 
filing his will for probate. Of that|have appointed McCann-Erickson, 
amount, $155,000 will go to 688|New York, to handle consumer ad- 
employes of the newspapers and|vertising on Marvella pearls. Ir- 
Station KRNT, $103,500 to 33)win Vladimir & Co., New York, 
friends and relatives, and the rest|will handle export and business 
to the Gardner Cowles Foundation | paper advertising. 


St. Paul Covers Half 
the 9th Largest Market! 


@ Nearly 800,000 population (1940 Census) with 
more than $1,000,000,000 effective annual buy- 
ing income makes St, Paul-Minneapolis the 9th 

largest market in the United Siates. 


The St, Paul half is covered only by the St, Paul 
Dispatch-Pioneer Press with 157,717 combined 
city tone circulation, No other daily newspaper 
has even as much as 10°, coverage of St. Paul 
families. 


Ni sis el 


Bie \S% eS. PAUL DISPATCHPIONEER PRESS 


| Sie Ow SAINT PAUL, MINNESOTA 


RIDDER-JOHNS, INC.—Noationa/ Representatives 


NEW YORK 
Madison Ave. 


CHICAGO 
Wrigley Bidg. 


ST. PAUL 
342 Dispatch Bidg. 


Thomas, KDKA, WNAX 
Win du Pont Awards 


| Lowell Thomas, sponsored on 
NBC by Sun Oil Company, was 
|named winner of the Alfred I. du 
‘Pont annual awara to a radio 
commentator “in recognition of 
distinguished and meritorious per- 
|formance of public service, by ag- 
gressive, consistently excellent, ac- 
curate gathering and reporting of 
{the news, . .” 


Station winners were KDKA, 


Pittsburgh, and WNAX, Yankton, | 


S. D., for ‘outstanding meritorious 
public service in encouraging, fos- 
|tering, promoting and developing 
'American ideals of freedom, and 
for loyal and devoted service to 
the nation and to the community 
|it serves.”” The radio awards were 
announced March 9 on a special 
|American Broadcasting Company 
| program from the du Pont Awards 
_ dinner in New York. 


Reis Names Gleason 

|_ Richard D. Gleason, with Robert 
|Reis & Co., New York, men’s wear 
| producer-distributor, has been 
|appointed advertising and promo- 
tion manager of the company. 


Shelter’s Pre-Fab 


to Federal Agency 


New York, March 13.— Shelter 
Industries, Inc., a newly formed 
corporation to manufacture and 
distribute completely equipped fac- 


tory fabricated houses costing 
from $5,000 to $6,000, has ap- 
pointed Federal Advertising 


Agency to handle promotion for 
its homes. 

Advertising appropriations and 
|plans are now being formulated, 
but a final decision on media and 


|expenditures has not been reached, 


a company spokesman told AA. 
The corporation has started pro- 
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|the law firm of Nash, Brophy, Bir. 
\ringer and Brooks, is chairman o; 


Houses Promotion | 


the board. 


to produce homes for veterans j; 
|accordance with the request 
Housing Expediter Wilson Wyitt 
Prices ranging from $4,997 to $5, 
1891 include all erection and foi n- 
‘dation costs and exclude only ‘hy 
cost of the developed land, 1) 
Deskey stated. 


KTMC joins ABC 


KTMC, McAlester, Okla., joins 
the American Broadcasting Con- 
pany April 1 as a bonus station t 
advertisers using KOME, Tulsa 
KTMC operates on 250 watts, 1400 
ke., and is owned by the Mc- 
Alester Broadcasting Company 


Mr. Deskey stated that the pr n- 
|cipal aim of the company will be 


duction in its East Coast plants, 
and expects to reach volume pro- 
duction of 200 houses a month by 
the end of the year. During 1947 
production is expected to exceed 
29,000 houses annually. 

Donald Deskey, industrial de- 
signer, is president of the company, 
‘and John Sculley Jr., a partner in 


Appoints Alfred Berry 

Alfred P. Berry, formerly with 
Gillette Safety Razor Company, 
Boston, has been appointed di- 
rector of manufacturers’ relations. 
hardware and housewares division 
of Advertisers Exchange, Inc, 
New York. 


i Why send us 
your Kodachromes? 


Because big-time users of color . . . Sunkist, TWA, Brown & 
Bigelow, Consolidated Steel, North American Aviation, to name a 
few ... have found that nowhere else can they obtain Kodachrome 
prints fine enough every time to serve as artcopy for quality 
platemaking. 


Art directors are amazed that suth finé color artcopy can be fabri- 
cated from Kodachrome transpareficies. 


For finest printing plates give your platemaker a Chromart Print, 
not a film transparency. And prints have so many other advantages: 
Chromarts can be dramatically displayed to your client; they show 
how the final press run will look; they can be retouched as desired, 
lettered across, pasted into final artwork and one set of plates made 
of the whole page. 


Chromarts range trom $44 to $100, depending on size. Write. 


Frank Miller Laboratories 
FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


and specialists in effective motion 
picture advertising that is placed in 
nearly 11,000 motion picture theaters 


Yes, for many years, we’ve been helping in the crea- 
tion of ideas for successful Minute Movies— those 
effective advertising shorts which we place on a 
national basis in approximately 11,000 of the 17,000 
motion picture theaters in the United States. 


And this creative planning is but one phase of our ser- 
vice. We have access to and have correlated factua! 
information about the types of audiences attending thes: 
theaters. With this background of market data, we cai 
build Minute Movie schedules intelligently. We furnis! 
advertisers a film distribution and theater checkin 
system so that all the details of booking, distribution 
checking and servicing of films are handled efficient! 
through one central office. 


We know what makes “Minute Movies” work! That’s wh 
leading advertisers in the country come to us season afte 
season as National Headquarters for Minute Movies 
That’s why we have the largest file of “success stories 
available anywhere on advertising motion pictur 
shorts screened in theaters the country over. If yor 

want the facts, rates and complete information on thi 
remarkable advertising medium, write or call us today 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 


2300 Wrigley Building, Chicago 11 


500 Fifth Avenue, New York City '8 
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Industries Renew 
N. Y. Expositions 


Canceled by War be Skyranger; the Ercoupe; the 


New York, March 12.—Industries | 
hich know the value of exposi- | 
ons as a means of placing their | 
erchandise en masse before the| 
iyer’s eyes with inestimable time 

d money saved, are lining up 
dates and plans as fast as possible 

1 shows this year at New York's | 
Grand Central Palace. 

Taken over by the Army as an| 
nduction center in 1942, the Pal- | 
ace Was unavailable for shows and | 
expositions until the Army con-| 

act terminated Jan. 1, 1946. Re- 
onversion of the building to 
peacetime use was completed in| 
February and the first show was | 
the Exposition of Chemical In-| 
dustries, open only to the trade | 
Feb. 25 through March 2. 

First public show in the Palace | 
since 1942 will be the International | 
Flower show, March 18-March 23, | 
an exposition initiated in 1912 and 
canceled only four times in 24 | 
years. 


Aviation Show Scheduled 


The National Aviation show, first | 
held in 1929, is scheduled for April | 
5-13, followed by the National | 
Plastics Exposition, April 22-27, | 
and the National Modern Homes 
Exposition, May 4-11. 

The first National Marine Ex- | 
position in 24 years is set for May | 
20-25 under sponsorship of the) 
Propeller Club of the United 
States, which reports that displays | 
will include such war devices as | 
radar and loran, and marine and | 
engineering equipment of recent | 
design. 

One of the expositions in which | 
the publie is most interested will | 
not be held, however. It is the) 
automobile show, which was sched- 
uled for this fall at the Palace, but, 
because of the recent strikes and 
production problems, has now 
been canceled. The auto show 
holds the distinction of being the 
first ever held in Grand Central 
Palace-—in 1911 soon after the 
four-story building was erected. 


| 
To Show Personal Planes | 


The aviation exposition, held | 
under the auspices of Aviators’ | 
Post 743 of the American Legion | 

| 


\ \ vililis ie 


PETE PELICAN . 


The Tampa-St. Petersburg mar- 
ket is one of the biggest, rich- 
est, fastest-growing markets of 
the South —and St. Petersburg 
is over 40% of it. 


‘his top-cream 40% cannot be 
ached by advertising in 
‘ampa newspapers. Use them 
® cover Tampa — but use St. 
Petersburg’s own newspapers to 
over the Sunshine City. 


No outside newspaper has as 
nuch as 400 average circulation 
lere, 


‘@. PETERSBURG, FLORIDA 
TIMES (M&S) and 
INDEPENDENT Aas 


florida by V. 3. Chenaur, Jr, Jacksonville 


|in cooperation with the Army air |models, from garages to complete 


forces, will bring together prob- 
|ably the largest group of personal 
| plane models so far exhibited. Al- 
| though not all contracts have been 
|signed, the show expects to ex- 
\hibit Commonwealth’s Trimmer 


Johnson . Skyrocket; the Swift; 
Luscombe’s Silvaire; Cessna mod- 
els, and Nelson Ajircraft’s new 
umblebee, a pilot glider. Cap- 
tured German and Japanese air 
equipment, including a Messer- 
schmidt and a Zero, will be on 
display, and the AAF will show 
a PO80, a P-51, jet engines, and 
other war equipment. 

The Metropolitan Association of 
Real Estate Boards will sponsor 
the modern homes display, which 
will include various scale model 
homes, and full-size prefrabricated 


homes. 

In September, the Palace will 
house the National Hardware 
Show and the National Business 
Show. November is the month 
scheduled tentatively for the Na- 
tional Hotel Exposition and the 
Power Show. Others now being 
lined up include the Heating and 
Ventilating Show, a photographic 
exposition, and the annual Motor 
Boat Show probably in February, 
1947. 


Young Joins Usty & Co. 

William L. Young, for the past 
15 years a sales executive of Lever 
Bros. Company, most recently a 
division manager with headquar- 
ters in Pittsburgh, has joined Wil- 
liam Esty & Co., New York, as an 
executive. 


Penn R.R. Schedules 


Centennial Campaign 

The Pennsylvania Railroad, 
Philadelphia, through Al Paul Lef- 
ton Company, will feature its cen- 
tennial, to be celebrated April 13, 
in a series of four-color insertions 
to appear in weekly, bi-weekly 
and monthly magazines, with art 
work executed by some of Amer- 
ica’s foremost illustrators. Daily 
and weekly newspapers in cities 
and towns served by the Pennsyl- 
vania will also be used. The cen- 
tennial theme will cover the story 
of the parallel development of the 
Pennsylvania Railroad system and 
the industries which have grown 
up with it and which it serves. 

In addition to the anniversary 
ads, the 1946 campaign will sched- 
ule insertions relating to new 
phases of the railroad’s passenger, 
freight and industrial services as 
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they develop, supplemented by an 
institutional advertising program. 


NY Men’s Fashion Guild 


Sponsors Store Contest 


The Men’s Fashion Guild of New 
York will sponsor a window dis- 
play contest for the best three ex- 
hibits featuring the grey and yel- 


low fashions shown by the 25 
guild members at their recent 
spring show. Prizes will total 


$1,000. The contest will run for 30 
days from April 1, with winners 
to be announced by June 10. 

Entries will be judged by a com- 
mittee of four, including Bert 
Bacharach, men’s apparel director 
of Pic; Henry Jackson, men’s 
fashion editor of Collier’s and 
Men’s Reporter; O. E. Schoeffier, 
fashion editor of Esquire and Ap- 
parel Arts, and H. J. Waters, edi- 
torial staff of Men’s Wear. 


-..and who lates 
his copy is 


on the beam! 


The boys from the sales department are amazed. 
Their ad-man stepped off the treadmill and went 
calling on customers and prospects. Waddyaknow! 


No questioning the advertising copy now. Because 
it is written to answer the readers’ specific needs 
and current problems ...thus assuring interest, 


readership, action! 


This puts advertising in the position of leading 
and guiding sales activities, rather than following 
—which is where good business paper advertising 


should always be. 


“Copy calls” on readers take a little time, but they 
pay big dividends. Write to the Associated Busi- 
ness Papers for “Hit the Road,” which outlines 
the technique of this kind of field work and gives 


- FIND THE AD-MANAGER WHO  ~ 
| HAS JUST MADE A FIELD TRIP... 


Illustration from “‘Hit the 
Road — for better business 
paper advertising’... page 19. 


examples of what others have accomplished. It’s 


yours for the asking... 
business paper advertising. 


in the interest of better 


ee eee 
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ASSOCIATED 
BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y. 


A national association of business publica- | 
tions devoted to increasing their usefulness 

to their subscribers and helping advertisers | 

get a bigger return on their investment. | 

Please send me a free copy of “HIT THE ROAD” | 

for Better Business Paper Advertising | 


ABP’s Business is to Boost Your Business 
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Says ‘N. Y. Times’ 
Slogan Is Best 


Guylay & Associates, New York 


public relations firm, in a survey | 


of the slogans and symbols used 
by ‘about 700 U. S. newspapers, 
has rated the New York Times’ 
“All the News That’s Fit to Print” 
as the best newspaper slogan. 

The survey, made independently 
by the Guylay organization, which 
also serves the Gannett news- 
papers, sought to determine the 
effectiveness of newspaper slogans 
and symbols as “an important 
point of contact with the public.” 

Three general conclusions 
emerged from the study, accord- 
ing to Mr. Guylay: That news- 
paper symbols are antiquated and 
over-embellished; that good sym- 
bols stamp indelible impressions 
on the public mind and serve to 
fix the identity, character and dis- 
tinction of the newspapers, and 
that slogans and symbols perform 
a continuous promotion job. 


Telefilm scores again! . . . This 
time with a 16mm. sports short 
which, from sheer photographic 
ingenuity, made the veteran Pete 
Smith of MGM sit up and with an 
exclamation of astonishment ad- 
mit there was something new un- 
der the Hollywood spotlight! 

In fact Pete liked the picture so 
well he whipped out Ris check 
book and bought it outright. 

The short, which carried the 
production title of ‘Surfboard 
Rhythm”, will be given that special 
Smith treatment and released in 
35mm. by Metro-Goldwyn-Mayer. 

Unique under-water camera 


shots, footage taken from a camera 
mounted on a surfboard traveling 
at break-neck speed, and other un- 
usual camera angles make this one 
of the most sensational aquatic 
films ever produced. Watch for it! 


Telefilm technicians and Telefilm's 
vast tech ¢ are avail- 
able to you for production of your 
own 16mm. films at any time. 


Don't be reluctant to call on 
Telefilm Studios for help, even 
though we are the world’s largest 
and best-equipped 16mm. organi- 
zation. No job is too small, and 
certainly none too large—from the 
script to the color and sound re- 
lease prints on the screen. 

Telefilm was created to enable 
the small movie maker and big 
producing organizations. to have 
the benefit of outstanding 16mm. 
experts and finest facilities of the 
16mm. industry at minimum cost. 

And to save money, get in touch 
with Telefilm before you start 
shooting — our technical advice 
prevents waste of time and money. 


Hollywood l6mm Headquarters 
TELEFILM 


STUDIOS 
6039 “WOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF. 


| lows: 
Journal, 


New York, March 12.—L. Richard | Dew”; 


The first 10 outstanding news- 
paper slogans were rated as fol- 
(1) the Times; (2) Atlanta 

“Covers Dixie Like the 
(3) Philadelphia Bulletin, 
“In Philadelphia Nearly Every- 
body Reads the Bulletin’; (4) 
Baltimore Sun, “Light for All’; 
(5) Christian Science Monitor, 
“First the blade, then the ear, 
then the full grain in the ear”; 
(6) Scripps-Howard newspapers, 
“Give Light and the People Will 
Find Their Own Way’: (7) Press 
of Sheboygan, Wis., “The Past Is 
Gone, We Face Today”; (8) Mil- 
waukee Journal, “First by Merit”; 
(9) the Gannett papers, “The ab- 
solute independence and integrity 
of a Gannett newspaper must 
never be in doubt”; and (10) De- 
troit Free Press, “On Guard for 
Over a Century.” 


Casey to 1948 Corp. 


Francis H. Casey has resigned 
as director of advertising and pro- 
motion for the Wadhams division 
of Socony-Vacuum Oil Company 
in Milwaukee to become director 
of the 1948 Corporation, an or- 
ganization in Milwaukee formed 
to support civic improvements and 
the Wisconsin centennial celebra- 
tion during 1948. 


‘Theme of Three’ Drive 


Launched by 3 Feathers 


Building its 1946 advertising on 
the Theme of Three idea, Three 
Feathers Distributors, Inc., New 
York, is using 180 and 360-line 
ads in 342 newspapers in major 
cities and four-color pages in 12 
magazines, initially illustrating 
three old-fashioneds on a chess- 
board background. Caption is 


‘Next move is yours,” and varia- 
tions of the “Three” theme will 
appear monthly. 

Black and white and four-color 
ads are scheduled for almost all 
liquor business papers, and out- 
door posters, window displays and 
point-of-sale promotion have been 
keyed to “Good Things Come in 
Threes.” Peck Advertising Agency, 
New York, handles the account. 


Ambrosia Uses 19 Mags 
in Largest Ad Campaign 


From the premise, “Beauty be- 
gins with a clean skin,” to “Noth- 
ing cleans like a liquid, ” advertis- 
ing in 18 national women’s maga- 
zines through November will build 
to the conclusion that Ambrosia 
is “well-established as America’s 
favorite liquid cleanser.” The 
campaign, through Monroe H. 
Dreher, Inc., New York, has been 


“~* 
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scheduled by Hinze Ambrosia, Ic, 
New York, as its largest adver is. 
ing drive. 

Publications used include Cham, 
Glamour, Good Housekeeping 
Mademoiselle, Modern Romane 
Modern Screen, Motion Pictiire 
Movie Show, Movie Story, Phcto. 
play, Radio Mirror, Redbo»k 
Screen Romances, Screenland, Sil. 
ver Screen, True Confessions, Tru 
Experiences, True Love & ito. 
mance, and True Romances. 


John B. Stetson Shifts 

Alfred E. Hodshon, vice-presi- 
dent in charge of research, ha; 
been elected vice-president iy 
charge of manufacturing of Joh» 
B. Stetson Company, Philadelphia 
Charles V. Molesworth, former; 
associated with B. F. Goodrich 
Company in an executive capacity, 
has been appointed assistant to the 
president. 
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Seve Me—I Am Papen 
Don't Throw Me Away, 


EXPECTED 10 ADD 
MILLION WORKERS Mista 


Magazine Bases. Forecast 
on Survey Taking in 
4,600 Plants 
The  magazlng “Sigel peedieted 
today that the steel soma 
1946 would employ 4 million more 
worke and pre 10 Miko 
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‘While You Were 
Gone’ Impartial 


But Provocative 


New York, March 12.— “While 
You Were Gone,” a report on war- 
time life in the U. S. written by 
26 people, edited by Jack Good- 
man and published by Simon & 
Schuster, “‘steers a middle course” 
is its jacket claims, but contains 
much controversial material. 

Publishers of afternoon news- 
papers undoubtedly consider con- 
troversial, at least, a statement by 
Lester Markel, Sunday editor of 
the New York Times, that “many 
newspapers, especially afternoon 
journals, whose sales depend to 
an important degree on the size 


and the shock of the headlines, 
are prone in wartime, as in peace- 
time, to apply major captions to 
minor items.” In turn, Mr. Mar- 
kel takes time in his article on 
the newspapers to defend them 
against a charge made by Eric 
Hodgins of Time, in an article on 
magazines, that the newspapers’ 
war coverage lacked perspective 
because they serve the fetish of 
speed. 


Hits Bad Taste 


Not a few advertisers will be 
happy to find their names omitted 
in Raymond Rubicam’s report on 
advertising. Mr. Rubicam, retired 
head of Young & Rubicam, recalls 
for the returned serviceman many 
of the copy themes which Mr. 
Rubicam and most of his readers 
considered objectionable during 


the war. As he writes: “If ‘fer- 
tilizer can win the war’ as still 
another advertiser claimed, the 
brag ads were surely spreading it 
around.” 

As a whole, these articles, along 
with a highly readable review of 
wartime radio by Norman Corwin 
and reports on other subjects, 
make up a comprehensive “only 
yesterday” work of interest to 
wartime stay-at-homes as well as 
veterans, 


Two Name Kotula Agency 


Vahl Engineering Company, 
Brooklyn, manufacturer of model 
metal aircraft, and Pacemaker 
Products Company, Jersey City, 
manufacturer of jacks and auto- 
motive accessories, have placed 
their advertising with Kotula Com- 
pany, New York. Direct mail, 


business papers and general maga- 
zines will be used. 


Forms New Agency 


Boyse-Bradford and Associates, 
a new agency specializing in in- 
dustrial publication and _ direct 
mail advertising, has opened 
offices at 125-127 S. Washington 
Ave., Saginaw, Mich, Executives 
of the agency are Robert W. Rosin, 
advertising consultant; Ralph W. 
Smith, account executive; S. W. 
Bradford, art director, and R. E. 
Boyse, general manager. 


Hockaday Joins ‘Holiday’ 
Margaret Hockaday, with Har- 
per’s Bazaar for over four years as 
associate editor, editor of College 
Bazaar and executive editor of 
Junior Bazaar, has been appointed 
fashion editor of Holiday, with 
headquarters in New York. 


q ) ae publication, on-the-spot 


| reporting, complete coverage by the 
i largest full-time editorial staff of any 
business publication, makes STEEL the 
authentic source of information for the 
entire METALWORKING INDUSTRY. 


STEEL is the most 


widely quoted of all 


business publications. What STEEL 
says ... IS news... and MAKES news. 


y 4 T E E L Penton Building « Cleveland 13, Ohio 
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| Metalworking Industry 
Plans Volume Increase 


BY ROBERT W. KINCEY 
News 5 Writer 


tstworking indu 
America’s me' g te and tapricalan 


Gemand for most 
companies im some 
wx of The meth) working 
whl set prices cinse to i 


heavy 


try 


City In Accord 


Orioles. 
On Stadium: Back Page : 


DAL 


oe 


ASH RY 


Aty, which produces the stesi, cop- Ha 
{ ite Bridges, sky 
a thousend and one 


orth more of these 
ts fecitities were 


on : 
Outetendhag in the Gisteict te th 
yy 38.000, outlay b 


4. 57 


Launches Church Drive 


The Church of England in Can- 
ada has launched a campaign to 
raise $4,300,000, using direct mail, 
newspapers and radio. McKim 
Advertising, Toronto, and Russell 
T. Kelley Ltd., Hamilton, are the 
agencies handling the account. 


Rudley Appoints Waters 


Rudley Sportswear, New York, 
has appointed Norman D. Waters 
& Associates, New York, to handle 
a forthcoming campaign of color 
ads in fashion and trade publica- 
tions promoting Rudley Casuals 
and Junior Casuals by Petroff. 


Appoints Duncan Scott 


Electronic News, Chicago, has 
appointed Duncan A, Scott organ- 
ization as west coast advertising 
representatives, with offices in San 
Francisco and Los Angeles. 


Brevity Coats to Hicks 


Brevity Coats, New York, has 
placed its account with Hicks Ad- 
vertising Agency, New York. A 
national campaign will be launched 
soon. 


——— 


Some of the nation’s favorite or- 
chestras and vocalists are pleasantly 
awakening listeners’ memories on 
a KFI offering called “SHOW- 
TIME’ Hit tunes from operettas, 
reviews, and screen musicals are 
presented nightly at 10:45 on this 
transcribed feature which is a natu- 
ral for gathering a substantial audi- 
ence. And for the benefit of the 
forgetful who might not easily re- 
call the era that produced some of 
our gréatest show successes, a witty 
commentary about the time, place, 
and the original artists serves to 
introduce the pleasing variety of 
musical selections used on the pro- 
gram. Our Sales Department, in- 
cidentally, is offering “SHOW- 
TIME” on a participating basis. 
You might do well to inquire 
about rates and current availabili- 
ties at KFI or your nearest Edward 
Petry office. 


ALLEN IS HEARD AGAIN 


Among the all-time favorite an- 
nouncers on the West Coast is Herb 
Allen. Prior to joining the army in 
1943, Herb was on the KFI Staff 
and handled commercials for a 
number of leading network pro- 


grams. Back in the fold (though 
not quite out of uniform), he 
| is heard again on “FIESTA 


GRANDE’—a new KFI program 
aired Mondays, Wednesdays, and 
Fridays at 10:15 PB M. 
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Lobbyists Would 


| tive counsel would be expanded; 
each member would have an 


|legislative duties; a stenographic 


Register Under 
’ s| pool would be available, and com- 
Modern Congress feet gen gat ting Meo 


Washington, March 12.—An old | “experts.” 
favorite—registration of lobbyists} Would Register Each Session 
—bobbed up last week among the; Organized groups lobbying for 
sweeping proposals for moderniz- | or against legislation would have 
ing Congress submitted after a|to register each session with the 
year of study by a special joint | House clerk and Senate secretary. 
committee on reorganization|Like groups participating in elec- 
headed by Senator Robert M.|tioneering, they would have to file 
LaFollette Jr. (Prog., Wis.). jitemized quarterly statements 

With many of its features facing|under oath on amounts spent to 
rough going, the report neverthe- | influence legislation. 
less reached for the root of Con-| The legislative process itself 
gressional ills by proposing a re-| would be improved, with legisla- 
duction in standing committees | tive riders on appropriation bills 
from 81 to 34 and establishment | prohibited; conferences between 
of expert assistance to help Con-|the two Houses simplified, and 
gressmen with technical problems. | understandable digests of bills in- 

Under the committee plan, the| cluded in committee reports. 
48 House standing committees| The Congressional Record would 
would be reduced to 18, and the|follow the streamlining formula of 
Senate’s 33 merged into 16. Con-|other publications, adding in addi- 
gressmen would get a pay raise|tion to its account of the legisla- 
to $15,000; the library reference 


service and the office of legisla-|committee hearings and a brief 


| $8,000 assistant to assume non-| 


tive session a list of all scheduled | 


report of the previous day’s ac- 
| tivities. 


Adless Paris ‘Time’ 
‘Becomes Full Issue 
| The small, adless edition of 
| Time, begun in Paris a year ago 
|for American troops and extended 
|to civilian readership via British 
|}and Continental newsstands three 
j}months ago, will be expanded to 
|a full-size edition carrying adver- 
tising, effective March 25. 
Printed from films air-expressed 
across the Atlantic, it will reach 
readers within 24 hours of Time’s 
delivery in this country. Like the 
edition printed in Stockholm since 
1943, the new edition will be edi- 
torially identical with U. S. Time, 
and will carry the overseas edition 
advertising. 


Burkhardt Names Agency 


Fuller & Smith & Ross, Cleve- 
land, has been appointed as ad- 
vertising agency for Burkhardt 
Brewing Company, Akron. Cam- 
paigns will start May 1, using 
newspapers, 
| media. 


radio and outdoor | 
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|tion, Marlborough - Blenheim } o-. 
itel, Atlantic City, N. J. 


May 20-23. National Federation 
jof Sales Executives, annual ¢ccn- 
ivention, Stevens Hotel, Chicag¢ 

. f May 22-25. Associated Busin«ss 
April 2-5. American Manage- | papers, spring conference, The 
ment Association, packaging €x- | Homestead, Hot Springs, Va. 
position, Public Auditorium, At- | 
May 23-25. International /<f- 


lantic City. 
; ; . |filiation of Sales and Advertis ng 
April 10-11. American Associa- 'Clubs, annual convention, Wm 


tion of Advertising Agencies, an-| penn Hotel Pittsburgh. 
nual meeting, Waldorf - Astoria) 14... 96-99. Advertising Federa 


Hotel, New York. . F 
; a tion of America, 42nd annual con- 
April 15-18. Association of Na-|yention, Hotel Schroeder, Mil- 
tional Advertisers, semi - annual | waukee. 
mesting, Westchester Country June 20-22. National Industria] 


Club, Rye, N. Y. | Advertisers Association, conven- 

April 23-25. American News- |tion, Hotel Claridge, Atlantic City 
paper Publishers Association, an-| June 24-28. Pacific Advertising 
nual convention, Waldorf -Astoria | association, annual convention, 
Hotel, New York. Spokane, Wash. 


April 23-25. National News-| Oct. 17-18. Direct Mail Adver- 


paper Promotion Association, |tising Association, annual conven- 


LA 
e 


meeting, Waldorf - Astoria Hotel, | tion, Chicago. 
New York. Oct. 21-24. National Association 
May 14-16. Lithographers Na-|of Broadcasters, annual meeting 


| tional Association, annual conven- | Chicago. 
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WHAT ARE THE KIDS DOING? 


They are reading comic magazines — the favorite 
reading of 3 out of 4 of the 30-million young Amer- 
icans between 8 and 20 years old. 


WHO SAYS SO? 


I do! I’m one of the Associates of Stewart, Brown 
& Associates — we made the survey for Fawcett. 


HOW DO YOU KNOW? 


I asked more than 5,000 youngsters. Their parents 
weren’t there to influence their answers. 


[SPORTS DEPT. 


DO THEY KNOW WHAT THEY WANT? 


They have definite, clear brand preferences. They 
know exactly what they want — and why. We 
found out, in 26 categories from bicycles to soap. 


Each Fawcett Comic is built by a 
notable board of editors aided by a 
consulting group of America’s leading 
child educators and psychologists, 
under the direction of Mrs. Sidonie 
M. Gruenberg, director of the Child 


5,000 ISN’T MUCH, IS IT? 


It’s a “‘sufficient sample,” son. It’s a scientific cross 
section of the market — that’s what it is! These 
30,000,000 young Americans themselves spend mil- 
lions of dollars and they influence the spending of 
millions more. 


LISTEN, MY FRIEND 


—we read comic magazines; we like comic 
magazines; we read them from cover to cover, in- 
cluding the ads; so. . . if your ads are in the 
comic magazines, we'll read them too. We'll 
try and we’ll buy what you sell. Ask anybody who’s 
ever advertised anything to us. 


FAWCETT COMICS GROUP 


4,253,269 ABC Circulation, First 6 Months, 1945 


Study. Association of America. Captain Marvel 


Master Comics 


(Call or*write and ask to see “Brand Preferences of Young 
(Americans,” a study based on over 5,000 personal inter- 
(views, uninfluenced by parents, in 41 urban areas coast to 
coast, prepared for Fawcett, Publications, Inc, by. Stewart, 
[Brown & Associates, 


Captain Midnight 


Whiz Comics 
Funny Animals 
Don Winslow of the Navy 


Captain Marvel, Jr. 
Wow Comics 


Fawcett Publications, Inc., 
295 Madison Ave., New York, N. Y, 
World’s Largest Publishers of Monthly Magazines, 


“Oh him? He poses for 
William Summers’ editorial cartoons 


in The Buffalo Evening Néws’’* 
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Half of Women 
Found to Prefer 
Grades to Brands 


(Continued from Page 1) 
erade labeling” and “a little over 
alf say they have heard of ‘de- 
‘riptive labeling,’’’ reported Ev- 
‘ett D. Smith, Macfadden’s re- 
search director. 

On the other hand, only 10.9% 
of them were able to define grade 
labeling accurately as “the iden- 
tification of quality differences by 

single letter or number.” About 
38% of the women merely said 
that descriptive labeling means a 
description of contents.” 


Evenly Divided 


Asked: If the government 
“should cause all producers of 
canned foods to label their prod- 
ucts Grade A, B and C,... would 
you prefer to buy on the basis of 
such government standards of 
quality or . . . choose a brand ac- 
cording to its reputation and your 
own personal preference and ex- 
perience?” the women were about 
evenly divided—48.5% for grades 
and 49.4% for brands. Only 1.2% 
did not know and only 0.9% did 
not answer. 

Slightly more than half of the 
women over 45 years favored the 
government standards. Also, 
slightly more than half of those 
living in cities of 100,000 and more 
population were in favor of buy- 
ing on the standards basis, while 


about 52% of those in the smaller 
cities favored the “brands” basis. | 

Fifty-nine per cent of the) 
women said they believed that all | 
foods would be better if grade 
labeled; only 4% expected they | 
would be worse, and 34% said they | 
would be “no different.” 


Study Labels | 
Although nutrition is not a fac- | 


tor in grade scoring, 54.3% of them | 
mentioned it. Among other fac- 
tors, in order, were sanitary man- | 
ufacture, size of product, purity, | 
flavor, texture and ripeness. | 
Respondents were asked to study | 
five sheets of illustrations, each | 
showing two cans of peas. One| 
was the nationally - advertised | 
Green Giant peas, of Minnesota | 
Valley Canning Company; the | 
‘ther the lesser known Owa-| 
tonna brand. Each can was shown | 
both as seen on the shelf and with | 
the label stretched out flat. The | 
women were asked to assume that | 
both sold at the same price, to) 
tudy the stretched out labels care- | 
ully, and then to choose between | 
them. | 
Owatonna, under a U. S. Grade | 
Fancy continuous inspection | 
abel, drew a vote of 53.4%, as| 
ompared with 45.5% for Green | 
nant with no features empha- | 
ized. Under a continuous inspec- | 
descriptive label, Owatonna 
90! 62.2%, when compared with | 
10 special features for Green| 
int. A Grade A Fancy label for | 
itonna, on the other hand, at- | 
ted only 43.3% as against 

p ¢ for a descriptive label for 
n Giant, and when the two 

ids both were made Grade A 

‘y, Owatonna got ony 41.8%, 
annie with 54.7% for Green 


Jescriptive Label Important 
e descriptive label covered 
irity, size of product, size of 
quantity contained, servings, 
edients added, and methods of 
ing and preparation. 
ose who favored Owatonna 
the first test, when it was 
led Grade A Fancy against no 
ires at all for Green Giant, 
1 nine to one for Owatonna 
a descriptive label against 
7reen Giant name. “However, 
n Green Giant was shown with 
escriptive label, and despite 


the fact that Owatonna had a) 
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Grade A label, there were deser- | 
tions to Green Giant.” Owatonna 
desertions increased when the two | 
brands were equaled in _ grade, 
“but the vote was nine to one) 
for Owatonna when Green Giant | 
was shown with a Grade B label. | 


Usage Differs 
“The ‘original Green Giant’ re- 
spondents voted two to one for 
Green Giant against Owatonna | 
with a descriptive label. When | 
Green Giant with a descriptive | 
label was contrasted with Owa- | 
tonna Grade A, they voted better | 
than 13 to one for Green Giant. 
“In both instances, the favorable 
influence of the descriptive label 
was demonstrated,’ Mr. Smith 
said. “And, despite a Grade B, | 
to which they did react unfavor- | 
ably, they still voted better than | 
two to one for Green Giant.” 
In a later question, the women 
were asked which brand of peas 
they “usually use.” Less than 1% 
of them named Owatonna, and | 
26.7% named Green Giant. 


| 


A A D Al LF General Advertising Manager 
. . Atchison, Topeka & Santa Fe Railway 


*¢The flexibility of newspaper coverage allows Santa Fe to tailor its advertising 


to meet rapidly changing conditions, whether these changes and the need for 
advertising to meet them affect a single Santa Fe city or the entire territor) 
we serve. That's the basic reason why Santa Fe considers newspapers the 


P ‘ ° ° +s ae 
primary medium for both sales and institutional advertising. 


This advertisement, prepared by the Bureau of Advertising, A. N.P.A., is published by The Atlanta Journal in the interest of all newspapers 
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and “Representatives Available,” 50 


spaces per line; light body face 34 per line. 
Monday noon preceding publication date. 


THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


cents a line, minimum charge $2. 
Box numbers add two lines. 


Terms cash with order. Forms close 


Display advertisements take card rates, 


WANTED 


Eastern Sales Manager—To repre- 
sent internationally known organi- 
zation serving OIL and Automotive 
industries. Must have good knowl- 
edge of Petroleum Marketing 
business, both retail and whole- 
sale, as well as established con- 
tacts with Major Oil Companies 
in eastern United States. Give 
complete details regarding per- 
sonal and business history, educa- 
tion and references when making 
application. Generous salary, plus 
incentive plan and expenses. In- 
quiries will be treated confiden- 
tially. Address: 


BOX 6437, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


_ HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with 
leading organizations 
185 N. Wabash Ave., Chicago 


COPYWRITER: WITH BRAINS 

| AND IMAGINATION 

| Somewhere, perhaps in a big agency 
bullpen, is a young man (or woman) 
who knows how to write. We need 
la copywriter to major on industrial, 
| minor on high-grade retail accounts; 
| who likes small city life; who can 


|make nuts-and-bolts interesting and | 


| with equal facility write fashions; 
who will accept, temporarily, modest 
but adequate starting salary; who 
| wants to settle down with a smaller 
agency that has made phenomenal 


|progress in five months of operation. | 


Excellent offices (private one for 

|vou), congenial staff. A veteran pre- 
ferred. Write, phone, or wire THE 
|W. H. LONG CO., 423 W. Market St., 
York, Penna. Phone York 6220. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
| 209 S. State St., Har., 2063, Chicago 


’ HELP WANTED 
| LAYOUT MAN—Midwest, 4-A Agency 
has attractive opening for 


in the development of advertise- 

ments and who can do finished vis- 

uals and comprehensives in good 

volume. 

|of experience. 

Box 8034, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SALES PROMOTION MANAGER 
Unusual opportunity exists for a 
| young man 
lin writing and laying out material 
|for house organs and other promo- 
tional pieces. This is a newly cre- 
ated position with a large St. Louis 
printing firm which has been in 


|business for 30 years. Creative abil- | 


lity is essential. State age, education, 
experience, and salary expected. 
Box 8047, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING 
|nical business paper. 
satile, able to handle all 
aspects; contact, copy and _ direct 
mail. Experience in graphic arts 
equipment and supply field given top 
| preference. Replies confidential. De- 
| tails and salary requirements to 
4 Box 8048, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
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( *Represented 


DEANCANEL 


We are pleased to announce that 


with the issue of 


APRIL 7, 1946 


the 


BOSTON SUNDAY ADVERTISER 


will join the 


PICTORIAL REVIEW GROUP 


and will carry the same Pictorial Review now distributed through 
nine Hearst Sunday newspapers. 


Space in the Boston Sunday Advertiser Pictorial Review will be 
sold as part of the Eastern and Coast-to-Coast runs of Pictorial 
Review, or in the Boston Sunday Advertiser individually. 


With the Boston Sunday Advertiser, Pictorial Review adds the 
largest circulation in New England — more than 600,000. 


SUNDAY PICTORIAL REVIEW 


Major Influence in 10 Major Markets 


Distributed regularly through the Sunday issues of 


Chicago Herald American 
Boston Advertiser 
Detroit Times 


*Milwaukee Sentinel 


individually by Paul Block « 


ODOM ON EAE OPO SEALS. 


E 
{ssociates ) =| 


Los Angeles Examiner 
San Francisco Examiner 


Seattle Post Intelligencer 


2) Represented nationally by ‘Hearst Advertising Service ian 
Ee eI 


layout 
man who likes to do rough visuals 


Write giving brief outline | 


with proven experience | 


tech- | 
Must be ver- | 


| HELP WANTED 


INDUSTRIAL ADVERTISING MAN 


advertising his life 
Nationally known 
|wants man about 
old for Advertising and Public Re- 
llations Department. Good chance for 


Real opportunity for qualified World | 
War II Veteran wishing to make in- | 
Figure bold face heads 25 letters and| qystrial work. | 
manufacturer | 
thirty-five years | 


advancement as present head of de- | 


|partment will retire within five 
|years. Must have working knowl- 
edge of fundamentals of industrial 
advertising gained through practical 
experience; enough public relations 
| background to know what not to do; 
|be familiar with the theory and 
advantages of various printing 
| processes; be familiar with the 
| Sources of marketing information; 
land be able to give evidence of 
| promising executive talent. Engi- 
| neering 
| but not imperative. If you can 
qualify, write giving age, experience 
lin detail including names of previ- 
ous employers and length of service, 
family background and marital 
| status, education, religion, and _ sal- 
lary range. All answers will be Kept 
confidential. 
| Box 8069, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
| EDITOR; creative writer for tech- 
|nical magazine in graphic arts in- 
| dustry. 
| quirements to 
Box 8049, ADVERTISING AGE 
1330 W. 42nd St., New York 18,.N. Y. 
TEXAS AGENCY 
Well-established agency has perma- 
nent opportunity for alert young 
man with advertising experience in 
Southwest. Prefer man with all- 
around ability, especially radio. Job 


and teamwork with staff. Send photo 
and complete details as to experi- 
ence, education, references, 
expected. 

Box 8050, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
ARTIST—Capable artist wanted by 
growing advertising agency to make 
| comprehensive layouts and do fin- 


college graduate preferred | 


Full details “nd salary re- 


|requires servicing existing accounts | 


salary | 


ishes. Five day week. Salary _com- | 
/mensurate with ability. Phone 
Whitehall 4346. Allan D. Parsons 


Advertising. 646 N. Michigan Ave., 
Chicago, Il. 

} COPYWRITER 

Creative writer who wants elbow 
room and change of pace but who 
keeps his mind on deadlines and sell- 
ing will like it here. Individual abil- 
ity can express itself and get full 
credit. We have only a few sacred 
cows and house rules. We lean 
toward clean, grammatical prose but 
go for poetry on occasions. We need 
| hard-boiled reason-why copy and 
jalso the light touch. We'd 
man who can handle statistics with- 


like a | 


|}out bogging down, one who also can | 


|} good, logical writing. Some hum- 
|drum chores are included but also 
|}plenty of interesting 
|from one-inch, 
theme: trucks, 


| - . 
| build a ease for an idea through 


themes are now on ice; others await 
discovery. Job primarily requires 
booklets and letters 


|space ads, 


cation. Cheery office; small, congenial 
| staff; pleasant surroundings; 
ate pay to start; permanent 
good future. Our men know about 
this offer, so feel free to write, State 
experience, references and _ salary 
lexpected. Hold your samples for in- 
terview. 

Box 8051, ADVERTISING AGE 
| 100 BE. Ohio St., Chicago 11, Ill. 

PRODUCTION OPPORTUNITY 
| Agency production man between 30 
|}and 40 years old to manage Engrav- 
jing and Printing plant for California 
Newspaper Plant. Commercial en- 
graving-inter-office printing. Send 


assignments | 
one-column ads to 
Some ready-cut copy | 


planned for and geared to sell na- | 
tional advertising for leading publi- | 


moder- | 
job; | 


| photo, outline of experience, salary | 


| requirements, education and refer- 
| ences. 
Box 8052, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
PERSONALIZED SERVICE 
| CAREER COUNSELORS 
| For thirty years we have been plac- 
|ing men and women with the better 
|firms as: Advertising Managers, 
|Sales Managers, Sales Promotion 
| Managers, Contact Men, Art 
tors, Artists, Copywriters, Produc- 
tion Men, Creative Writers, Editors 
and Salesmen, Come in—we can help 
you now. 
The Hones Company 
14 EF. Jackson Blvd. Chicago, Ill. 


Direc- | 


| Salesmen to sell ady. and point-of- | 


sale displays. Exclus. terr. 
furnished. Paul Meyers & Assoc.,, 
506 S. Wells St., Chicago 7, II. 
ADVERTISING man or 
knowledge layout and selling, can 
build own future with small daily 
|in midwest town of 5,000. 
Box 8054, ADVERTISING AGE 
100 FE: Ohio St., Chicago 11, Il. 
Copy and Production Assistant 
Man or woman. For trade paper and 
direct mail in expanding Chicago 
agency. Excellent oppor. 
perience and salary desired. 
Box 8055, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II}. 


POSITIONS WANTED 
ADVERTISING—PUBLIC 
RELATIONS 


Versatile writer, 10 years experience, 


knowledge merchandising and sell- 
ing, desires New York agency posi- 
tion. Newspaper, trade magazine, 
agency background. Sound, creative 
ideas. (Now in New York.) 

Box 8063, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 
ADVERTISING OR SPACE SALES 
Opportunity to advance desired by 
veteran age 28, with advertising 
background; market re- 
promotion, publicity, publie 
relations, H S. instructor, public 
speaking experience 

Box 8064, ADVERTISING AGE 

100 KE. Ohio St., Chicago 11, Il. 
Returning Captain—expert 
rapher with complete studio 
ment desires to associate his 
with art studio 

Box 8060, ADVERTISING AGE 

100 KE. Ohio St., Chicago 11, Ill. 


photog- 
equip 
service 


leads | 


woman, | 


State ex- | 


Advertising Age, March 18, 1916 


WANTED! 


SUCCESSFUL 
ADVERTISING 
SALESMAN 


COMMENSU RAT 
WITH ABILITY. 


WRITE FULL DETAILS 
or 
CALL JOHN T. CARY, 


SALES MANAGER, 
FOR APPOINTMENT. 


CHICAGO, ILL. 


EXPERIENCE IN RADIO 
NOT NECESSARY. A 
SUCCESSFUL ADVER- 
TISING SALESMAN 
WILL FIND AN EXCEL- 
LENT OPPORTUNITY 
AT W-I-N-D. SALARY 


W-I-N-D 


E 


WANTED 
Opportunity for 


SPACE SALESMAN 


in a fast-moving field. Salary 
open, commensurate with previous 
earnings. Submit full background 
of qualification and previous em- 
ployment, in first letter. State 
when available. 


Box 6434, Advertising Age 


100 E. Ohio St., Chicago 11, Illinois 


Producer REP 
Chica 
One of the country's stable busi- ht. 
ness paper publishers has an open- ance. 
ing for an experienced, energetic, Be 
advertising space salesman—pref- = 
erably one who has had experi- avail 
ence in the electrical field. He tion 1 
will travel a territory extending — 
from Pittsburgh to Indianapolis. e bal 
This opening will interest a quali- Rig 
fied applicant who is accustomed for r 
to making $7,500 or better on TY 
commission. Compensation based aii 
on prior earnings. Liberal draw — 
against commission. To receive Tht, 
consideration, give complete back- public 
ground in first letter. a 
Box 6433, Advertising Age >a a 
100 E. Ohio St., Chicago 11, Illinois eg 
bales § 

ind 

paper 
Boy 
WANTED ~-* 
ADVERTISING Oflice 
SALESMAN A 

fe 
30 W 
Fine proposition for experienced — s 
salesman, with degree or ines ¢ 
equivalent, who has successfully volun 
sold advertising space for an in- aronte 
dustrial or technical magazine. ions. 
Midwest location. Opportunity for . Bow 
dependable worker to make money 120) Ww 


‘ 


Feed Advertising 
Man Wanted 


Rare opportunity for advertisir 
manager, assistant advertising ma 
ager, or copy man, familiar wi 
feeds, feeding and feed mercha 
dising. 
writer, able to talk the language 
feed buyers and feed mills. T 
pay and fine future with large, « 
panding Chicago firm, leader in 
~ i. Our organization knows of ¢ 
ad. 


BOX 6431, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill 


MALE COPYWRITER with versatile a 
capable of writing semi-technical copy f 
dustrial products at one time and ther 
quickly to writing radio seript, for ind 
products soth types of writing must p 
interesting copy that will command higl 
ings in their respective flelds 


Assignments will be given to create adve 
ments, starting with the development 
theme and carrying through layout and 
stages to completion 

Writer should have the ability to assis 
count executive making client contact cal 
ision and otherwise work well in 


Twenty-five year old 4A industrial ager 


educational 
ind, and age in first letter als 


BOX 6435, ADVERTISING AGE 
100 E. Ohio Street, Chicago ti, Iilin 
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Age 
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POSITIONS WANTED 
SALESMAN—S years engraving, let- 
terpress, roto sales and production. 
\ge 31, college grad. Now employed. 
refer agency contact or space sales. 

Box 8061, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
\dministrative Assistant with 14 
ears advertising agency experience 
esires position with small progres- 
ive agency where she can be 
ured responsible capacity and 

ire. 
Box 8065, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 
X-MAJOR who rose from Private 
ans Similar Life Time success in 
advertising-editorial field. Ex- 
lent background. Knowledge of 
nduction work. Accustomed to re- 
msibility and handling people. 
ver to unburden busy executive of 
1e consuming details. 
Box 8062, ADVERTISING AGE 
0 W. 42nd St., New York 18, N. Y. 
WHEEL, aid and =inspiration to 
eger Wheel, seeks ass’ts job with 
iv. mgr. or agency mer. Term 
Wheel” won as Army Master Set. 
dmin. and technical) working with 


fu- 


lonels. Guess who did the work? 
fended the fences? Suggested the 
‘berest changes? No idle boast! 
‘re-war in Phila. and Okla. City: 
yrs. sls. mgt. and promotion and 
vrs. wholly promotion. Priceless 
eferences. Sales lit., letters, pos- 
ers, radio, house organs, sales aid 
<its, research. Tough markets wel- 


ome, fresh stuff for easy or repeat 
mkts. At age 33 (married, wife only 
dependent, Temple Univ., Chas. Mor- 
ris Price School), can wheel into 
ne alongside any brass who'll give 
say—a fortnight to learn the 
pitch. Loeale tertiary to capacity 
opportunity and financial prospects. 
Box 8068, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN, Energetic with 
ngenuity, 8 yrs. exp. desires trade 
pub. or newspaper connection in 
Mas 
Box 8066, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. | 
REPRESENTATIVES AVAILABLE 
Chicago Sales office can efficiently 
epresent one more trade or class 
pubn. in Midwest. Wide acquaint- 
nee. Commission. j 
Box 8056, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
“MILEAGE GF LINAGE” is } 
available for a substantial publica- | 
tion that is supported by an 
ACTIVE REPRESENTATIVE, 
The area is Michigan and 
or perhaps the five lake states. 
Right now is the time to build 
for repeating advertising volume, 
Box 8057, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
REPRESENTATIVES WANTED 
Space Salesman and Representative | 
Chicago for world export trade | 
publications of general merchandise. 
INTERNATIONAL AMERICA 
HL INDICADOR MERCANTIL 
220 W. 42nd St., New York 18, N. Y. | 
PUBLISHER’S REPRESENTATIVE | 
vanted in Chicago to handle space | 
| 


Ohio 


sales in Midwest for long established 
and well known national 
papers, 


Box 8059, ADVERTISING AGE 


trade 


330 W. 42nd St., New York 18, N. Y. | 

MISCELLANEOUS 
Office space desired with another 
publishers’ representative or agency. 
N. ¥. C 


Box 8045, ADVERTISING AGE | 
330 W. 42nd St., New York 18, N. Y 
‘OR SALE—Group of popular maga- 
ines to qualified individual. Annual | 
volume exceeds $1,000,000. Unusual | 
profits. Reply must state qualifica- | 


| 
tions, references. } 
| 


Box 8067, ADVERTISING AGE 


530 W. 42nd St., New York 18, N. Y. 


ales Agents, open territory in vari- | 
ous sections of the country, straight | 


Ommission basis, 24 Sheet Posters 
nd Displays, Silk Screen 
hort runs and Lithographing of 
larger runs, prefer men now selling 
rinting. Give us detailed picture of 
our activity and the territory you 


over, COLOR REPRODUCTION 
‘ORP., 780 N. JACKSON, MILWAU- 
KEE 2, WIS. 
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An Opportunity 
To Own a Growing 
Trade Publication 


publisher of a monthly news 
de paper in an industry having a 
mendous boom is reluctantly con 
ering selling this property because 
er interests and a limited organi- 
ion prevent the devotion of suf- 
ent time to take full advantage 
its potentialities. 


publication is a year old and 
been well received in an indus 
that needs news—and facts. The 
istry, one of America’s largest, is 
1 boom now that is only the be 
ning of many years of great ac 
ty and prosperity. 
large publisher with the staff and 
ilities to develop this publication, 


ll find a fertile field in which this 
lication can be a potent factor. 
present owners are not neces 


ily interested in an outright sale. 
possible, they would prefer a set 
where they might continue their 
erest in a limited capacity. 


lress replies to: 

Box 6438 
330 W. 
18, New 


vertising Age, 


New York 


12nd Street 
York 


as- | 


printed | 


'Ayer Promotes Slifer; 
Gets Airline Account 


Kenneth W. Slifer, formerly 
head of the copy department of 
|N. W. Ayer & Son, New York, has 
| been appointed vice-president and 
|manager of the department. 

The agency has been placed in 
|charge of the advertising of Air- 
| France, French airlines system, | 
| which recently established an office | 
|in New York. 


P.M.E.A. Absorbs Ramond 


| Production Management Engi- 
|neering Associates, San Francisco, 
'has been formed as successor to 
|Albert Ramond & Associates, fol- 
‘lowing the resignation ‘of Albert 
Ramond. Charles W. English is; 
| president of the new management 
'firm, with headquarters in the | 
'Russ building, San Francisco. 


E. F. Drew Names Larson | 


| Lloyd Larson Advertising, Chi- 
|cago, has been appointed to handle | 
ithe feed division of E. F. Drew & 
'Co., Chicago, manufacturer of 
|vitamin feeding oils and vitamins 
| in dry form. Business papers and | 
| direct mail will be used. 


PROMOTION ____ 
EXECUTIVE = 


available soon 


Some advertiser with real selling 
problems will welcome this man’s 
20 years’ experience on both agency 
and manufacturer sides of the 
desk. 

Especially adept at working with 
top management translating sales 
policy into sales results. Proven 
ability to analyze sales problems 
and dig out the right promotional 
answers, 


Now sales promotion manager of a 
light industrial company, is ready 
for a top job in a more sales- 
minded industrial firm or a swing 
to the technical consumer field. 


Box 6436, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


or 


p-------* ------- 


Hire a Veteran 
With a Future 
in Advertising 


* 


PUBLICITY, sales prom. Ma- 
ture writer with research, 
retail, agency background. 
Chicago. $6500. JH-240 


COPY, Major, army intelli- 
gence with 5 yrs. mail or- 
der, catalog, agency exp. 


Chicago. $4000. JH-241 
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go man with 7 yrs. art, 
layout, copy exp. 4 
Chicago. $4000. JH-242 4 
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EDITOR, bus. mgr., small 
magazine, business paper. 
15 yrs. exp. Lt. Col. Infan- 
try. 

Chicago. $4000. JH-243 


POINT-OF-SALE, media 
sales. 15 years rounded 
creative, copy, promotion 


exp. 
Chicago. $5500. JH-244 


* 


Write or Phone 
JOB HUNTER today! 


A Free Service of 


Advertising Age 


100 E. OHIO ST., CHICAGO 11, ILL 


|also added Stanley Gerard to the! products 
| production 


| Ewell & Thurber Names 
McPhail Vice-President 


James A. Mc- 
Phail, formerly 


Royal Dutch Names Hoyt 


‘the world’s oldest airline, has ap- 
pointed Charles W. Hoyt Company, 


with D’Arcy “el Ray} os its bh Bares. 
[Advertis- g y. ampaigns wi eature 


ling Company, Miami-West Indies routes and the 


St. Louis, and coming deluxe Constellation serv- 
| associated with ice between New York and Am- 
other agencies sterdam. 

in New York 


and Texas dur- 
ing the past 22 
years, has been 
appointeda 
vice - president 
of Ewell & 
Thurber Associates (formerly 
United States Advertising Com- 
pany), Toledo and Chicago. 


Starts Can Opener Drive 
Swing-A-Way Division of Steel 
Products Mfg. Company, St. Louis, 
has launched a national campaign 
'for its can opener in 14 magazines, 
and will continue its extensive 
program in business papers. T. R. 
Bauerle, Chicago, is the agency. 


J. A. McPhail 


ata Textile Show Postponed 

Three to Michel-Cather | n 
William A. Cather III, son of | 
the executive vice-president, has 
joined Michel-Cather, Inc., New 
York, to do market studies and 
media analysis. The agency has 


position, 


until next year 
textile manufacturers “are unable 
to introduce their new postwar 
until OPA establishes 
department and M.|prices for newly developed fabrics, 
Morris to the copy department. |materials and designs.” 


Royal Dutch Airlines (K.L.M.), | 


The national textile industry ex- | 
scheduled for Los An-| 
geles this fall, has been postponed | 
because leading | 


61 


Finegan Joins Pershall 


Jane Finegan, for the past four 
years with Sherman K. Ellis & 
Co., Chicago, has joined the pro- 
duction staff of J. R. Pershall Com- 
pany, Chicago. 


‘Majestic Elects Selvin 

| Ben Selvin, director of artists 
and repertoire of Majestic Records, 
St. Charles, Ill., has been elected 
vice-president of the company. 


TOP-NOTCH ACCOUNT 
MAN NEEDED BY 
EXPANDING AGENCY 


A well financed, 38 year old Chicago 
advertising agency with branch office 
in St. Louis is expanding and has ex- 
cellent opening for top-notch execu- 
tive capable of developing business 
under a very profitable arrangement. 
Maybe this man is now operating a 
one-man agency of his own. If you 
feel you can fill the job, write in 
confidence to 


BOX 6430, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Ill. 


Devoted exclusively to thef prob- OFPICE 
highly 
organized industrial offices, OFFICE 


MANAGEMENT AND EQUIPMENT 


lems of the nation’s large, 


is keeping step with the changing 


tempo. . . It is measutting up to the 


managers, and purchas g agents. 
It is obvious»that it exe 
mendous and direct influe\ceumm 
volume purchases, 


MANAGEMENT AND 
EQUIPMENE is the only 
edited excl $ 

Aargest consumers Of office equip- 
ment. It is edifrially directed t 
meet the full range of problems of 
management execiitives, who in- 


clude treasurers, contfellers, fice 


gazine 
ely for the country’s 


Be 


a tre- 


rate with 


and equipment. 


SEND For RATE Carps AND COMPLETE DATA 


GEYER PUBLICATIONS 


Established 1877 
260 5th AVENUE 


GEYER’S TOPICS 


which, since 1877, has been the out- 
standing trade magazine of retailers 
and wholesalers of office supplies 


With a monthly circulation 
of 7,500 


OFFICE MANAGEMENT and Egucement 


may be purchased singly, or at an 
attractive combination advertising 


NEW YORK I1,N. Y. 


Also publishers of THE GIFT AND ART BUYER SPORTS AGE and Trade Directories 


(! 
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Ad F L Ik aa — or See of the two a THEY’RE LAUGHING AT US IN LONDON— mee 
orces Oc orns flicting groups are a number of | COME. ON Ol IT | 


“moderates” who do not think that | . 


/ / sed site nec i bs 
in Battle of Greenwich’ — ssiisbiechaica’ss | -AND EIGHT! | [°%0 Room at the tna. 


whole campaign was unnecessary 
; in view of the fact that no definite 
Pros and Cons of fevers easy ite ed ne tne | site had been chosen, and that its 

| eos @ € capital of the United result reflected unfavorably upon | 


UNO Site Brought Nations Organization in or ad-| 


|Greenwich and upon the attitude | 


* 


Two thousand years a 
a” the Prince of Peace came 
among 


: . men. 
demand the facts ) and “He had not where to iny his head.” 


There was ne room ai the inn The infant Christ 


° jacent to Greenwich,” -there are} : ‘ - 
a , c bd tot of wee im & stable. .: 
se Heated Promotion |indications that the pro and FT a ag pee sccm "Tana ¢ "ats = , ae 
: |UNO site forces are realignin . . : me ieee ot essen coat on Today the Spirit of Peace comes once ; 
Greenwich, Conn., March 14.—| themselves with neighboring rad sea ane gs pectute of the kind of | Salon ther hee nd den : ney tg mon. And gun Shana “ 
Inclusion of part of this town in|and cities for a new controversy. brdagenes ane eae. UNO Wi be: now reren NORM R EES Fea sven er Pains mare Meh ha hey dhe ; 
the proposed site for UNO head-| | Up against on a much larger scale | aes. 3 incl Spirit of Peace. Agia there iso room ot the ian vit 
quarters precipitated a promo-| New Battle Brewing? throughout the world. fai dlelaenenaiacet Oi Sid orp Cent tis cieal hs on ee ; 
tional, political and personal battle} The “in or adjacent to” phrase How the Battle Went EINE neem eh unesie ay isi eaten - 
a that left deep cleavage among the|of the town’s resolution (which } ' OM of pain and trail the ice of the Peace Spirit peaka, 7 
townsfolk and gave the local daily,|had brought one rebuke from the| .O" Jan. 11 the UNO site plan- | te SMALL ome coset snd the word arp srvgely ike tae pon ne 
Greenwich Time, an additional|First Selectman of nearby Stam-|™28 Commission headed by eda = aire cane nee athe to ee 
1,200 circulation and some 2,200|ford telling Greenwich in effect |Stoyan Gavrilovic of Yugoslavia N O snbuneahesnaoueen " 
inches of paid advertising. ‘to mind its own business and not | 2rrived = Greenwich to look over easy a. 
Although the town referendum|make commitments on behalf of |th€ area as included in the gen- ariel Ci 8 Flue thin Voie gna? Shall we sac proet - 
on March 2 voted 5,505 to 2,019 in|Stamford), has precipitated the |@%@l invitation of Governor Stan- ween” a | as 
favor of a resolution stating that|formation of a committee of|l¢y Baldwin inviting the UNO to L ESTATE Tn ne Oe a ete | ar 
“while the residents of Green-|Greenwich and Stamford residents |Conmecticut. One of the active REA 
wich are desirous of obtaining|to work towards getting the UNO workers to have the UNO locate VALUES re T 
world peace through the United to locate “in or adjacent to” Stam-, ms A pong sae —_ aS a nov 
Nations Organization, the Town of|ford. A meeting of this gr - syaam Stamwen, of Loncon, r : a 
e 1s BrouP was | . “former Greenwich resident who | ? ; Greenwich Committee for pe 
was said to have retained some | | wnat TO SELL AND WHERE we The United Nations i pal 
fondness for her home town. | CONSULT - 
Sidney H. Francis, manager of | — 
the 528-acre Yale Farms, belong- | PAUL A. DAHLGREEN der 
ing to Yale University, tried to} ser rex POINT. ROAD TEL. 10 buil 
interest the commission in taking | ey 
~ —_ ne 
over that property. Other large, ‘NO ROOM'—The Greenwich, Conn., battle over selection of part of the town sup] 
estate owners presumably con as site for the UNO brought this copy in Greenwich Time, the local paper. To 2 00 
versed with the Gavrilovic party. | the anti-UNO group's plea to “come on out and fight" to protect their sub- pe d 
On Feb. 2, UNO announced that| urban homes (upper left), the Greenwich Committee for the United Nations a 
the commission had recommended | replied with a parable. Lower left, a local real estate dealer offers his services ay 
a large area including Greenwich | on the problem. ad) ; 
from which a site should be chosen | cent 
for the permanent home of the|Sites.” Then the battle began.jof Greenwich, headed by Mr. § 8° 
world organization. Two days|That night, a mass meeting was | Bushby. A program of protest was — 2" ! 
earlier, on Jan. 31, Greenwich|held under the chairmanship of |immediately drawn up, despite the Al 
E . Time scooped the world with a|Wilkie Bushby, New York at-|plea of Holgar J. Johnson, presi- § #0 
front-page story reporting “Green-|torney. The meeting organized | dent of the Institute of Life In-  SP&" 
wich Near Top of List.of UNO|a Committee for the Preservation |surance, that Greenwich not make ‘hat 
to € 
note 
B Gooc 
| STATION site’: 
o te sel 
KFH ¢ Wichita —- 
for 
S€ve! 
direc 
ture. 
| THAT EVERY FOOD MANUFACTURER, SALES MAN- mit 
é 
i ‘ore 
AGER, AND ACCOUNT EXECUTIVE SHOULD KNOW park 
03 
| You’ 
| of § 
], Houston is THE LARGEST FOOD | rn 
MARKET in the South. $84,657,000 is | 
’ Op 
spent annually for food in the Houston | mitte 
K f T it Ss d— diate! 
Market. nowledge of Territory Serve oy 
The factors and interests of “Kansas Richest Market” are vital — 
. e oe 9° ° ° alte 
9. Nine retail grocery chains in Houston in in building KFH programs — filling the varied demands and chair 
. grour 
r 9 1kK One 1: , ion of a great area. ‘ 
1945 used 3,155,903 lines of newspaper needs of every sect 8 Ketek 
* a P = P ‘. and | 
advertising. The 3rd paper carried 1814 - eeling of the Audience — dent 
= ] "1/ . : : Partic 
percent Che 2nd paper carried 371% Tailor-making programs to the local interest and the local the B 
percent — THE FIRST PAPER, The desires helps much to make KFH the favorite, most believed-in { 
HOUSTON POST carried 4414 per- station; helps “‘sell’”” the commercial announcements. said t 
- Ol dir 
‘gs m t 
sass . H andling of Programs : 
for sustained interest throughout the broadcast hours makes 
3, Even small independent retail grocers, every minute, every spot, a “live” spot on KFH, addressed to 
whose dollar comes harder, pick THE a tuned-in audience willing to listen, eager and able to buy. 
HOUSTON POST as the BEST ME- 
y ‘- , ’ 7 , Comm 
DIUM. In 1945 small grocers placed 39 That’s Why the best buy ts THAT SOLID 
percent of their advertising in the second 
and third paper — 65 percent in the 
FIRST PAPER, The HOUSTON 
» ‘ry 
. POST. WICHITA 
Wichita is a Hooperated City 
I H E H O U S I O N i O S I CBS « 5000 WATTS DAY AND NIGHT « CALL ANY PETRY STATION 
Represented by Burke, Kuipers and Mahoney, Ine. 
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8, 1946 tself “the laughing stock of the| position, were using the party ma-|over a larger part of Connecticut | Promotes newly created post of national 
vorld” by opposing an indefinite|chine to bring out the vote. Con-|now. Mr. Bushby denied to cele at. t liquor sales MAneger. Among 
nd tentative proposal without ex-|gresswoman Clare Boothe Luce,|New York Times on Saturday that | oore an unter ree p t d u = rege > Bh 
oad amining the facts and future| whose estate is in Greenwich, an-|he had a $50,000 war fund to op-| Kingman Moore, administrative Paco rig Ping Ci ae aed ° po 
vents. nounced that she would have voted|pose UNO in Connecticut. The| Vice-president of Canada Dry Gin- seen vl bags iy Domecq Spanish 
against the resolution if her plane|Stamford Chamber of Commerce | 8&T Ale, Inc., New York, has been |; ‘ts. I. V.C. wines, and Nuyens 
Fast Ad Appears had not been grounded land First Selectman George T,|@PPointed executive head of the | oes * a yao 7 
oe Following the announcement g . Barratt er Stamiiond have an_| alcoholic beverage department, | cordiais. S. 
ame the first ad, written by Everybody Is Abused succeeding Willard A. Sayles, who | a 


‘see 3. Cal ; sina kh nounced that their city wants the} Better Business Bureau 
AINSGRS @: W088, VCS Sm ; UNO to make its headquarters | 
py director of Geyer, Cornell &|, Local merchants claimed to have q .* sa 


Newell, and revised by the com-|been “intimidated.” Servants and|@r a tare Elects New Officers 
tittee, The copy said that “they tradesmen were told that their fl . tat ts ik onan Soni David Mayer Jr., president of 
ye laughing at us in London” and jobs would cease to exist, accord-|° cee Genes > i Maurice L, Rothscuild, Chicago, 
gs ve ‘ ing to some reports which a site will be chosen are has been elected president of the 
7 — i cate On the other hand, the Bushby |™@intaining a discreet silence. | Chicago Better Business Bureau, 
vic vided at that point come sed a is poutin| MARY, Of ene satn Rave been [ak 
with the “back-country” people,|had been misrepresented, that it pe Day ike Yale ' | Bg ge ig 
vners of small estates and large|W@S not against the UNO but Meanwhile First Selectman Wil-| rill Lynch, Pierce, Fenner and 
homes, mobilizing to protect their |™erely against the choice of a site.| beck of Greenwich appointed | | Beane, was elected vice-president. 
roperties and privacy. At a town Roger S. Baldwin, noted attorney, a local fact-finding cennaneen | | Reelected as vice-presidents are 
5 neeting, whose agenda, set by law made repeated efforts to prevent Kingman Moore B. J. Hunter 


. b Walter M. Heymann, _vice-presi- 
‘en days in advance, called for the the holding of the referendum on whose Greenwich members are dent of the First National Bank 


. : ; : : lter ; auri h * 
: i ae the grounds that it wa _| Mr. Peck; Helen Hesor of J. Wa has returned to Chicago to take|and Maurice H. Needham, presi 
pene gpen wt = the building of less one eieasied ~~ poesia Thompson; Sumner McCall, New| charge of the midwestern division|dent .of Needham, Louis and 
cy kaa, a ce porns opposed the Peoples Committee York attorney; Ted Yudain, editor|as vice-president and division)Brorby. Also reelected, and to 


: . i ime: . Bald-| manager. Mr. Sayles held the Chi-|serve as treasurer and secretary, 
passed and a referendum called| throughout the campaign. wie gle nag pina cago position for 10 years prior to| respectively, are Fred A. Cuscaden, 
for. The final vote found 12,327)Win. ‘nd insi pr o- ma ttl pe his transfer to New York in 1944.| vice-president of Northern Trust 
voters out of 20,468 eligible to|a new version of the "battle B. J. Hunter, sales manager of |\Company, and Kenneth Barnard, - 
Active Campaign Started vote absent from the polls. Greenwich” as a result of behind-|the metropolitan New York liquor| general manager of Chicago Bet- kee 
The anti-UNO site committee, The same forces are reforming|the-scenes antagonism now. division, has been appointed to the| ter Business Bureau. 


now the Peoples Committee of 
Greenwich, began an active cam- 
paign hammering home a variety aor 
of points: taxes will increase; 
homes will be taken away un- 
democratically; a railroad will be yy 
built to run right through the j 
town; sewage will be dumped in 
the rivers and the town water 


the town [ cupply will be cut off; more than 
paper. To 2000 persons will be displaced | 
their sub- & nd must find new homes (the fig- | “ 
d Nations & ire used ran up to 75,000 in one| > 
's services @ 4d): Greenwich would become a/| 2 VO 2 
center of lobbyists and pressure | A ‘ iY O ee ee 


» Pepa aera 
oe 5 Daas 7 


by Mr. @ StOuPs, Greenwich would become 


otest was i 2" international settlement; etc. 

ieuptte the Although no figure on _ the 

on presi- amount the Peoples Committee | ~ | 
¢ Life In-] Spent are available, rumors state 4 


: that the committee spent $7,000 

not make Ht. employ Col. John P. Hogan, | 
noted engineer, to dissect the 
—f Goodrich report discussing the | 
site’s advantages; $5,000 for coun- | 
sel from Verne Burnett, New 


On New Year's Day, Roger W. Babson pointed to 


Memphis as one of the brightest business spots in the 
nation for 1946. 


| 
Y .? b s 1 * . 1,2 . ‘ ‘3 - " 
ping 0 rsndints gyre nti Dy ied Roger W. /Babson Due to the tremendous world markets for the leading | 
several thousands of dollars for Gaskaiiiad >» , ; , , 
direct mail and throwaway litera- | Business Pastaster products of this strategically situated city and to the 
ture. : i : . 
One leaflet by the Peoples Com- | oo astonishing backlog of buying power in the area, | would not be 


mittee was placed in all parked 
cars. It read: “Do you want more | 
parking and _ traffic problems? | 


Surprised to see Memphis surpass the remarkable year just closing by at 


aie we < 


intl anh cheater mance it the vats, ef least five percent," Mr. Babson said. 
of 50,000 outsiders come _into| ; =. , . = s 
Greenwich. . .” : In 1945 Memphis business gained 23 percent over 1944. This is 3 


Opposition Appears 


Opposition to the Peoples Com- | 
mittee developed almost imme- | 


P Significant, but even more significant is the factithat in Memphis so - 
a 3 % ; 


few war-bred industries were responsible for the increase #nat, theuack og 


diately. A Greenwich Committee | Bae aoe ; : . ‘ a 

for the United Nations was set up| —— of them will have little effect on total business iiewaan : Z 

with Coulter Huyler, former J.| ; ‘. ‘ 7 —— oe 

Walter Thompson agency man, as “gg Protected by diversified industry and egricubhdre, manutactur'n and 

chairman, Copy for the pro-UNO 4 oe “Si i ali — , yale, 6278 A 

group’s ads was written by Alton | Pa . shippita, Memphis is the green valley of Mr. Babsonguprophesy. 

Ketchum, of McCann-Erickson, | Be = a. ; a 4 

and Malcolm Rollins, vie-onedl | Memphis Bndpthe Memphis Marketsgffen @ enon dollar market for § 

dent of C. L. Smith Company, * S esi a . ' ¥ : 

participated actively in opposing » so es your advertising and selling efforts. i _—_ " . 

the Bushby committee’s activities. 1 ; : > oe "a. _ 
‘he pro-UNO group spent $648 | b- a gi , al ill 
newspaper advertising and is| 7 


—_ 
1 to have distributed one piece | - 
direct mail literature in con- “Sagi 
t with the half-dozen or more 
© the opposing group. 


e1 . ° | 
harges and whispering cam-| 


ens became rife as the election "ga 
roached. It was charged that j » ot 
local Republicans, whose two | ' Now! The Breit his- 

ectmen favored the Bushby culation a 


. tory ne Commere 
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HOUSES AT 50¢ A LB. 


This isn’t merely the grimmest housing crisis in history; its 
the signal for one of the great industrial adventures of all 
time. Not since the Tower of Babel has there been a build- 
ing project of such magnificent aspirations. Because of it, 
FORTUNE has devoted its entire April issue to the single 
subject of Housing. . 

By far the boldest man to accept the challenge is Buck- 
minster Fuller, whose Dymaxion car pioneered the streamlining 
of automobiles, and whose Dymaxion house at 50¢ a Ib. has 
made Wichita the Kitty Hawk of industrialized housing. And 
the eventual triumph of mass production over industry’s sole 
anachronism will come only through the genius and courage 
of housing adventurers like Bucky Fuller.* 

*See “Fuller’s House,” p. 167, FORTUNE, April, 1946 


% 
? 
* 


Throughout the nation, there are Fullers at work in every 
industry. Not all, not even most, are men of science. They 
are simply men and women who recognize in this age the 
chance for an industrialized civilization that is truly civilized. 

To write the story is an inspiring assignment for any 
magazine. It is one for which FORTUNE has spent 16 years 
in preparation. To its 230,000 subscribers and its million or 
more readers—readers of American industry, in whose hands 


the control of progress is largely concentrated— FORTUNE 


brings each month a unique kind of enlightenment. FORTUNE 
dramatizes for its Management readership the broad issue, 
the new science, the applied technique, and tells in exciting 
detail the story of the industries, the corporations, and the 
men who are the pioneers in this Great Adventure. 


_ Fortune 
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Advertising Age, March 18, 1946 


‘DIGEST’ DIVERSION—Having a good time at the housewarming party given 

by the Reader's Digest International Editions, Inc., when it moved from 

Pleasantville to 500 Fifth Ave., New York, are, left to right: J. B. Thomas of 

the RDIE, which handles space sales for foreign editions of the magazine; 

Arthur Hurd ard Harold Wilt, director of media research and export media 

director, respectively, of J. bsg Thompson Co., agency for the foreign 
, editions. 


JUDGES EXAMINE ENTRIES—Picking the winners in the American Public 
Relations Association's competition for the best 1945 performances in the field 
are Robert E. Harper, executive director of the association and ad and publicity 
director of National Ice Industries; Awards Judge Charles G. Ross, White 
House press secretary, and APRA awards committee Chairman Charles E. 
Warden, Public Relations Commission, Washington. The wards will be pre- 
sented at the association's annual banquet in Washington March 30. 


Re a 
REATISS Aspareale 
EVENT OF tye 


CONFER ON DERBY—Plans for the Chevrolet-sponsored All-American Soap 
Box Derby, discontinued in ‘41 for the duration of the war, were begun by this 
committee, which met recently in Detroit. Left to right are C. P. Fisken, ad 
manager of Chevrolet; J. W. Schlemmer, Akron Beacon Journal; B. E. Fulton, 
manager of the Akron airport; J. W. Bostwick, in charge of sound arrange- 
ments; J. T. White, decorations; Austin Bender, motion pictures, and E. W. 
Berger, assistant ad manager, Chevrolet. The championship finals will be run 
in Akron next August. 


PHOTOGRAPHIC REVIEW OF THE WEE 
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TOP OUTDOOR POSTERS FOR 1945—Above are the three top prize winners in the 14th National Exhibition of Outdoor Ad- 
vertising Art, sponsored this year by the Art Directors Club of Chicago. First prize, announced this week, went to Wm. 
Wrigley Jr. Co.'s Spearmint poster, handled through Chas. N. Wrigley Co. and designed by artist Otis Shepard. 
Coca-Cola Co.'s sign, which won second prize, was drawn by Haddon Sundblom, handled by D'Arcy Advertising Co. Third 
prize went to H. J. Heinz Co.'s catsup ad prepared by Lyman Simpson and handled by Maxon, Inc.(Story on page |.) 


ws ~ 
sdieanstiee A 
by Pare snre Cetiod ae 9p 

~ 


Bring out the goodness 44 
with Wine : 


SHARE—The commercial baking in- 
dustry, led by Chapman & Smith Co., 

kery supply house, Chicago, is using 
ads to remind the public of the part 
baked foods are asked to play in feed- 
ing the world's hungry people. News- 
Paper ads and store posters are offered 

fiee of charge by C&S. 


BMB BOARD STUDIES ITS PROBLEMS—The board of directors of Broadcast Measurement Bureau held its annual meeting 


March | at the Waldorf-Astoria Hotel, New York. Seated left to right are: J. Harold Ryan, chairman; John K. Churchill, 
BMB research director; Donovan B. Stetler, Standard Brands, Inc.; Paul West, BMB vice-chairman and president of the 
Association of National Advertisers; Leonard T. Bush, Compton Advertising; Carlos Franco, Young & Rubicam; Robert F. 
Elder, Lever Bros.; Frederic R. Gamble, BMB vice-chairman and president of the Four A's; Melvin Brorby, Needham, Louis 
& Brorby; J. A. Miller, Standard Oil Co. of New Jersey; Robert T. Mason, WMRN; Joseph M. Allen, vice-president of 
Bristol-Myers and chairman of the BMB by-laws committee; Linnea Nelson, J. Walter Thompson Co., chairman of the BMB 
advertising industry relations committee, and John B. Griffin, general counsel. Standing, left to right: William Hedges, NBC, 
guest at the meeting; Hugh Feltis, BMB president, and D. E. Robinson, LaRoche & Ellis, chairman of the BMB research 
committee. 


LENTEN SUGGESTION—The Wine Ad- 
visory Board has scheduled this color 
page in April issues of Gourmet, Life, 
Redbook and True Story, offering a fish 
recipe that includes California Sauterne. 
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First 


BY A PHENOMENAL MARGIN 


35% made FLYING their first 


choice. This is more than twice the num- 
ber of preferences for the second maga- 


zine and equal to the total preferences 
for the second, third and fourth maga- 
zines combined. 


7 5% indicated FLYING as one of 


their three choices for advertising, as com- 
pared with 43% for the next magazine. 


ch 


OE GE 


PLANE MARKET 


DOMINATES THE PRIVATE 


Blanket coverage of private plane market... from aviation 
enthusiast, through pilots, private plane owners, fixed base 
operators, distributors and manufacturers. 


ee 
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Procte 
TMS Ex 
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(Conti 
5,172,378 
ropped fr 
0 $3,807,61 


Twelve 


Expendit 

0,000 gro 
ombined | 
lows: 


Procter & 

Gamble . 
feneral Mot 
lever Bros, 
yeneral Fo 
terling Dr 
feneral Mil 
en. Electri 
olgate-Palr 
olive .... 


an overwhelming 
first choice for fic, 


tories ... 
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advertising to the tan 


roup accc 
the thr 

5 : ompared 
personal plane market |:::. 

- 92,327,322 
GM |! 
In the m 
Rea ral Moto! 

field, 
An advertising agency asked every fixed base operato a 
in the country which of nine leading aviation magazinegsi2s,110. 
in »rder, © 
they preferred for advertising the products they sell, meen 
; ; F ‘ eetric. $3 
The results were sensationally in favor of FLYING}%a: - 
e ° we ds, $2, 
They proved conclusively that in the opinion of fixedso7s;°s 
olgate-Pa 
base operators _ FLYING is your best bet for ee rac 
ee 
everything from parts to planes. ine, ac 
illings of 

The opinion of these men is valuable because the : Drug 
a ener: 
are your dealers and distributors in the private planquiers in’ 
neir 1945 g 
market. They are the backbone of your sales effort... pier, 
Products, $: 
the men on whom you must rely to sell and mové@ries,. $5, 
live-Peet, 
your products. When these men choose FLYING as théers,s3, 
18,332; Br 
preferred advertising medium they do so because they °° 
Prown & V 
see the results at first hand. ... they know from experit yi. 
ence that no other aviation publication can COMparde of farm 
§ $1,449. 
with FLYING’S advertising power. — 
’ » a 
ester thirc 

the first 

General 

otor, $44 

; Chry 
send for your copy ha.304; G 
. . . ; 3 0 dri : | 
of this complete survey | (Se [fri : 
Ask your FLYING representative for the s Steel, 

full story of the nationwide independent | W : 

poll of fixed base operators, or write direct veir Ge 
to FLYING. You will be interested in the tad 
convincing story it tells. ertising 
Pn Compar 

reir, Inc., 


FLYING 
A ZIFF-DAVIS PUBLICATIO 


185 N. Wabash Avenue, Chicago 1, Illinois 
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Flying - Plastics - Radio News - Radio Electronic Engineering - Popular P | togr@P 
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Procter & Gamble 
15 Expenditures 
ear $20,000,000 


(Continued from Page 1) 
5,172,378 in 1944. Coca-Cola 
ropped from $5,245,379 in 1944 
$3,807,612 last year. 


Twelve Spend $112,000,000 


Expenditures of the over-$5,-|. 


00,000 group in the three media 
ombined last year were as fol- 


lows: 
1945 1944 

Procter & 

Gamble ... $19,556,218 $18,956,615 
feneral Motors 12,935,917 12,013,778 
ever Bros. .. 12,242,161 11,067,749 
feneral Foods 11,992,435 13,880,784 
terling Drug. 9,914,989 9,423,941 
feneral Mills. 8,268,153 7,942,290 
ten. Electric.. 7,950,208 5,617,205 
‘olgate-Palm- 

rere 6,933,716 6,426,669 
im. Home 
‘| Products ... 6,411,900 6,369,612 
liles, Labora- 

og ee 5,486,329 5,226,865 
ristol-Myers 5,461,242 5,102,186 
iggett & . 

py 5,165,668 6,020,742 
Together, the over-$5,000,000 


roup accounted for $112,312,936 
the three media during 1945, 
ompared with $108,048,436 for 
e same advertisers in 1944, and 
92,327,322 in 1943. 


GM First in Magazines 


In the magazine category, Gen- 
ral Motors walked away from 
e field, investing $10,327,808 in 
his medium. Second, and far be- 
ind, was Procter & Gamble, with 
4,623,110. Others in the first 10, 
yo eder, with their 1945 maga- 
»©>=xpenditures, were: 

aay Bros., $4,620,355; General 
“eetric. $3,990,217; Distillers Cor- 
§ ation-Seagram’s, $3,615,008; 
$3,185,802; General 
$2,995,340; Chrysler, $2,- 
0,475; Swift & Co., $2,730,107; 
Polgate-Palmolive-Peet, $2,602,631; 
alling" Myers, $2,529,145. 


P&G Heads Radio List 


In radio, P&G left the field far 
ehind, accounting for total gross 
illings of $14,927,108, with Ster- 
ing Drug second with $8,252,208, 
nd General Foods third with $8,- 
3,303. Others among the 15 1945 
aders in this classification, with 
heir 1945 gross time figures, were: 
Lever Bros., $7,274,603; General 
ills, $6,415,278; American Home 
roducts, $5,150,221; Miles Labora- 
$5,130,691; Colgate-Palm- 
live-Peet, $4,324,767; General 
lectric, $3,641,597; Liggett & 
yers, $3,450,168; Coca-Cola, $2,- 
18,332; Bristol-Myers, $2,776,318; 
ellogg Company, $2,614,911; R. J. 
tynolds Tobacco, $2,519,187; 
town & Williamson, $2,369,736. 


Lists Farm Paper Group 


General Motors also led in the 
npar se of farm papers in 1945, invest- 

g $1,449,717 in this medium. 
neral Foods was second with 
993,792, and International Har- 
ester third with $503,849. Others 
the first 15, in order, were: 
General Mills, $445,115; Ford 
otor, $443,185; Firestone, $357,- 
6; Chrysler, $357,230; Lever 
tos.. $347,203; General Electric, 
18,394; Goodyear, $311,522; B. F. 


- a odrich, $305,108; Swift & Co., 
~ 17,182; Socony-Vacuum, $253,- 
| "; Texas Company, $234,447; 
4 ).S. Steel, $231,797. 
oa — 
Weir Gets New Haven 
" New York, Haven & Hartford 
Milroad Company has switched its 
dvertising from Wendell P. Col- 


In Company, New York, to Walter 
leir, Inc., New York. The ap- 
Kintment, effective May 31, in- 
ludes the New England Trans- 
brtation Company, a subsidiary, 
d covers all traffic, public rela- 
ons, summer vacation and indus- 
tial development advertising. 
Toron €wspapers, national magazines, 
d outdoor posters will be used. 


IO 


, 


tograp 


HI! BRA 


0 NEW SOUP IDE 


TOMATO 


VEGETABLE SOUP 


‘Made by the maken of Lipten's Noodle Soup ond brish Lipton Tow 


IN CANS—Lipton, long a leading fac- 

tor in the dehydrated soup field, moves 

in on tougher competition in the 

canned soup field. This is a New York 

newspaper ad for its canned "prepared 

soup mix," prepared by adding boiling 
water, 


Lipton Tests New 
Vegetable Soup 


in Dailies, Radio 


(Continued from Page 1) 
chicken noodle soup for the past 
five years. 

Tests are now under way in 
metropolitan New York and New 
Jersey, lower New England in- 
cluding Massachusetts, Connecti- 
cut and Rhodes Island, northern 
New York, and central Ohio. Ac- 
cording to company sources, prod- 
uct acceptance has been favorable 
in test areas. 

Copy stresses a “brand new soup 
idea” and describes the soup as a 
“delicious old-fashioned tomato- 
vegetable soup but in modern soup 
mix form.” A small 2%4-ounce 
can makes almost a quart of soup, 
the ads say, when poured into 
boiling water. 

Young & Rubicam is the agency. 


Now! AT Your GnocEn’s 


Kaufman to Ever Ready 


Herbert Kaufman, formerly di- 
ector po Semen public rela- 
tions and sales promotion for Gen- 
eral Printing Ink Corporation, New 
York, before entering the Naval 
Reserve two years ago, has been 
named assistant to the president of 
Ever Ready Label Corporation, 
New York producer of printed 
gummed labels. Mr. Kaufman will 
direct advertising and sales ac- 
tivities. 


Appoints FC&B 

Hunt Stromberg Productions, 
Hollywood, Cal., has named Foote, 
Cone & Belding, Los Angeles, as 
agency, with plans for campaigns 
on “Strange Woman” and “Dis- 
honored Lady,” soon to be re- 
leased. 


McCann Buys Building 


Rumored purchase of the 26- 
story office building at 292 Madi- 
son Ave. by McCann - Erickson, 
New York, was confirmed March 
13 in an announcement by H. K. 
McCann, president of the agency. 
The 40-year old firm will occupy 
20 floors of the building purchased 
for a reported $1,800,000. The 
agency’s Cuba office has moved to 
Obrapia 360, Havana. 


L. E. Miller Appointed 


L. E, (Dusty) Miller, former as- 
sistant advertising manager of 
Colgate - Palmolive - Peet Com- 
pany, Jersey City, has joined the 
eastern sales staff of Metropolitan 
Group Gravure. 


Opens New Ad Service 


National Ad Service, Inc., a new 
advertising service for retailers, 
has opened offices at 130 N. Wells 
St., Chicago. Principals of the new 
company include Bruce Clark, 
formerly assistant to the president 
of National Transitads, and Ray- 
mond S. Meyers, formerly assist- 
ant advertising manager of Wal- 
green Drug Stores. 


Last Minute News Flashes 


American Car in First Consumer Campaign 

New York, March 15.—American Car & Foundry Company this year 
is scheduling the first consumer advertising in its 47 years, for railroad 
equipment. Double spreads in eight magazines will be used during 
1946, with first copy, captioned “The world of tomorrow arrives at 
8:15,” appearing in the March 16 issue of The Saturday Evening Post. 
Campaign has two-fold aim of promoting railroad travel and ACF 
equipment. Agency is Lennen & Mitchell, New York. 


Page, Schechter Named Mutual V. P.s 
New York, March 15.—Esterly C. Page and A. A. Schechter have 
been elected vice-presidents of Mutual Broadcasting System in charge 


of engineering, and of news and special events, respectively. 


All 


other network officers and directors were reelected. 


Campaign Planned for Steero Spaghetti Sauce 
New York, March 15.— American Kitchen Products Company, 
through Rose-Martin, Inc., will begin consumer advertising shortly 


for Steero spaghetti sauce, a new product. 


being worked out. 


Campaign details are now 


New York Central Uses 600 Newspapers 

New York, March 15.—New York Central Railroad Company, 
through Foote, Cone & Belding, is using 400 to 1,000-line ads in ap- 
proximately 600 newspapers coast to coast, to spotlight 52 new stream- 
liners, bought for $56,000,000 in the biggest order in railroad history. 
The company’s first four-color magazine ads in four years are appear- 
ing in March and April in eight magazines to herald the return of 


peacetime travel conditions, 


Four-City Test for Swansdown Gingerbread Mix 
New York, March 15.—JIglehart Bros., Inc., division of General 

Foods, is testing its new Swansdown gingerbread mix in Peoria, IIlL., 

Syracuse, Rochester and Utica, N. Y., with spot announcements, 


varied-size newspaper ads and store cards. 


Initial consumer offer is 


an additional 14-ounce package with every purchase of the regular 


package, plus 2 cents. 


Young & Rubicam, New York, is the agency. 


Walker Endorses 
Oboler Criticism 
of Radio ‘Humbuda’ 


Oklahoma City, March 12.— 
Commissioner Paul Walker of the 
FCC, at a Saturday dinner session 
of the March 7-10 annual Radio 
Conference on Station Problems 
sponsored by the University of 
Oklahoma, endorsed a strong criti- 
cism of radio “humbug” voiced 
earlier by Arch Oboler, Holly- 
wood radio writer and playwright. 

Mr. Oboler, who received a 
trophy award during the confer- 
ence for outstanding radio writing, 
had declared that “from early 
morning until the last spot an- 
nouncement preceding the good- 
night rendition of the Star 
Spangled Banner, an amazing as- 
sortment of evasions, half-truths 
and untruths activate the kilo- 
cycles.” 

“Radio actresses,” he asserted, 
“whose only acquaintance with 
hose washing is an_ occasional 
rinsing of that last pair of nylons 
in a hotel bedroom washbowl, 
stand before microphones and read 
‘authentic testimonials’ about soap 
flakes from happy housewives 
whose identity and words exist 
only in the mind of a harassed 
little copywriter in a back office 
of Barton, Ruthrauff, Compton 
and Sample.” 


Public Interest is Key 


Commissioner Walker com- 
mented that Mr. Oboler “said in 
a few minutes what the FCC hasn’t 
been able to say in its 139-page 
report” issued last week on radio 
program procedures (AA, March 
ii). 

Mr. Walker, quoting from the 
report, emphasized that the broad- 
casting industry must regulate 
itself for the betterment of its 
programs and services. He also 
stressed the importance of listener 
councils, radio workshops in col- 
leges and universities, and radio 
education in general. The FCC will 
regulate FM, facsimile and tele- 
vision broadcasting with “public 
interest” in mind to the same ex- 
tent that public interest gov- 
erns AM broadcast decisions, Mr. 
Walker declared. 

At a session devoted to station 
managers’ problems, panel speak- 
ers agreed that public interest pro- 
grams can meet FCC standards 
while commercially sponsored. 
Discussing television y 


programs, | 


ner, supervisor of the special cam- 
paign division, advertising depart- 
ment, Commonwealth Edison 
Company, Chicago, revealed that 
the current program costs for the 
company’s television shows aver- 
age about $300 each. Quiz-type 
shows have been most successful, 
he said. 


ARTHUR W. CRAWFORD 


Chicago, March 12.—Arthur W. 
Crawford, recently retired vice- 
president and general manager of 
the Chicago Tribune-New York 
Daily News Syndicate, died last 
night at the age of 65 in Passavant 
Hospital. He was stricken here 
several weeks ago while en route 
from his home in New York to the 
West Coast. Mr. Crawford worked 
on the old Chicago Inter-Ocean 
and Herald and Examiner before 
joining the Tribune. 


SEWARD M. DAVIS 

Chicago, March 12.—Seward M. 
Davis, 72, who founded the old 
Stewart-Davis advertising agency, 
died Sunday in St. Francis Hospi- 
tal, Evanston. 


HERBERT K. SAXE 


Binghamton, N. Y., March 13.— 
Herbert K. Saxe, 77, treasurer of 
three affiliated publishing firms at 
470 Park Ave., New York, died 
yesterday at the home of a daugh- 
ter, Mrs. Elizabeth Caton, after a 
three month illness. Mr. Saxe was 
treasurer of American City Maga- 
zine Corporation, which publishes 
the American City Magazine; the 
Buttenheim-Dix Corporation, 
which publishes the Contractors’ 
and Engineers’ Monthly; and the 
American School Publishing Cor- 
poration, which publishes the 
School Executive, a monthly, and 
the American School and Univer- 
sity, an annual. 


Issues Finance Ad Book 


Financial Advertisers Associa- 
tion, Chicago, has distributed its 
fourth annual exhibit book of 
financial advertising to 1,100 mem- 
ber banks throughout the country. 
It contains 323 pages and adver- 
tisements of 157 banks and finan- 
cial organizations. John J. Lawlor, 
National City Bank of New York, 
is chairman of the committee 
which prepared the book. 


Promotes Bailey 
George P. Bailey, former assist- 


Wrigley's Empty 
Wrapper Poster 
Wins Gold Medal © 


(Continued from Page 1) 
hundred winning posters are being 
displayed until the end of this 
month in the men’s store of Mar- 
shall Field & Co., and they will 
subsequently be reproduced in 
“The Best Posters of 1945,” to be 
published and distributed by Out- 
door Advertising Incorporated. 


Coca-Cola and Heinz Win 


Second place, and silver medals, 
went to a Coca-Cola poster painted 
by Haddon Sundblom, through 
D’Arcy Advertising Company. 
Third place, and bronze medals, 
were given to H. J. Heinz Com- 
pany for a poster painted by Ly- 
man Simpson, through Maxon, Inc. 

Ten honorable mentions were 
also awarded as follows, with the 
name of the advertiser, the agency, 
and the artist given in order: 

American Oil Company, Jos. 
Katz Company, Harold Anderson. 
Ford Motor Company, J. Walter 
Thompson, Robert Skemp. Gulf 
Oil Corporation (two awards), 
Calkins & Holden, Herbert Bohn- 
ert. Morton Salt Company, Hill 
Blackett & Co., Gil Elvgren. 

National War Fund, McCann- 
Erickson, John Falter. Pure Oil 
Company, Leo Burnett Company, 
David Minx. Standard Oil Com- 
pany (N. J.), two awards, Mc- 


Cann-Erickson, with one painted. 


by Albert Staehle and the other 
by Howard Scott. Union Oil Com- 
pany, Foote, Cone & Belding, 
George Lerner. 


Special Award for Paint 


In addition, one special award 
and three honorable mentions 
were given for painted bulletins. 
The special award, as well as one 
honorable mention, were won by 
Wesson Oil & Snowdrift Sales 
Company, through Fitzgerald Ad- 
vertising Agency, New Orleans. 
Other honorable mentions went to 
Western Air Lines, through West- 
Marquis, Inc., Los Angeles, and to 
Schlitz Brewing Company, through 
McJunkin Advertising Company, 
Chicago. 

Sidney Wells, vice-president and 
art director of McCann-Erickson, 
Inc., Chicago, was chairman of the 
awards committee, and Harold C. 
Jensen, art director of Tatham- 
Laird, Inc., and president of the 
Art Directors Club of Chicago, 
presented the awards. A 10-man 
jury of admen from various sec- 
tions of the country did the judg- 
ing. 


Stresses Domination 


In. a talk at the presentation, J. 
Sherwood Smith, president of 
Calkins & Holden, New York, em- 
phasized the promotional values 
of outdoor advertising and pointed 
out that the power of the medium 
placed a special burden on users to 
develop effective techniques for its 
use. Among the other special ad- 
vantages of outdoor, Mr. Smith 
pointed out that the medium rates 
even higher than radio in “limita- 
tion of competition,” thus making 
it exceptionally easy to secure ac- 
vertising domination in any par- 
ticular market. 

Pointing out that in a typical 
city of 50,000, there would be 
about 160 outdoor panels, Mr 
Smith emphasized that this repre- 
sents only 13 representative show- 
ings, so that any advertiser using 
the medium faces the competition 
of only 12 other advertisers at the 
same time. 


Kendall Names Loudon 


Henry A. Loudon, Advertising, 


ant classified advertising manager |New York, has been appointed to 


of the Cleveland Plain Dealer, has 
been promoted to classified adver- 


Sunday afternoon, Ardien B. Rod-'!tising manager. 


‘handle Soapine, granulated soap 
'product of Kendall Mfg. Company, 
| Lawrence, Mass. 
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WE WILL FIGHT ON THE BEACHES. 
- ” _—— WE WILL FIGHT ON THE STREETS... 
ies. Gan = WO MATTER WHAT HAPPENS..THERE 


WILL ALWAYS BE AN ENGLAND. 
You 


| Can Harness The Force, 


| The Power of 


40 MILLION 
MINDS 


N INDIVIDUAL or an institution that can influence the thoughts 


>» 


This one mind—influencing 
other minds—changed cer- 
tain defeat into ultimate 
victory. 


and the actions of millions of minds is a tremendous force. 
Winston Churchill exerted this force when he inspired his people 
and moved millions to his purpose in England’s gravest hour 
...in England’s greatest need. He inspired them with the vision 
of Victory when defeat was close to England’s shores. 

Men of such mark, such influence, such command over the 
minds of millions are few. They are the elect. 

So it is with institutions which can command such influence 
through mind power. There is in this country one publication 
that entertains, informs and inspires thirty million people every 
week. Among all publications no other reaches so many people 


al 
¥ 


_— 


30,000,000 M. P.* 


HOW THE AMERICAN WEEKLY 
Advanced Science 20 Years 


EXERTS ITS INFLUENCE 
In 1939, an English 


chemist discovered IN OVER $% MILLION FAMILIES 
penicillin. It might | ~ 
have stayed in the 
laboratories for 
years. But The The American Weekly informs 
American Weekly 
focussed the atten- 
\ tion of the country The American Weekly entertains 
* on penicillin and 
spurred chemists 


or exerts so great a force and influence on so many minds. No 
other publication enjoys so great a response from its articles and 
advertising pages, for in this publication the influence of the 


printed word matches the power of the spoken word when spoken 


by men of mark, men of moment and destiny. This publication 
has discovered and researched and published factual articles 
about great personalities and scientific progress which might 
have taken many decades to bring to the attention of millions of 
people throughout the United States, or even throughout the 


The American Weekly inspires 


and even brewers to Some people are ear-minded; most people 
world. speed up the manu- are eye-minded, for it is the impression 
py of a value of what one reads that is indelibly 

: =: = = e ‘ a Pp 
@ Since one mind does wee pened and this effect magni- ros re : ar te ore impressed upon the mind. The people in 
fies as the number of minds increases, * manufacturer have taken years to more than eight million families not only 
can understand what it means to have his products or develop. prefer to read, but their favorite magazine 
services accepted at his own evaluation by the minds of is The American Weekly, for they read it 


thirty million people. week after week. For them, The American 


vie Weekly has published the most fascinat- 
4 PENICILLIN ing articles ever printed. In The American 


ON SALE ; 
30.000.000 M. P.* HERE Weekly’s pages is gathered the whole 
? ? . , 4 . . . . 

Made a Picture Work Miracles! crowded panorama of life as it is lived . . - 
Thay euterel the jadge’s chembers on the stories of love and romance; conflict, trag- 
brink. of divorce — they leave as a family edy, and triumph; tears, laughter, and 
united—thanks to the moving power of a j : z : 
dramatic “Magic Picture” and the under- Recently in thousands of drug heartbreak; the latest discoveries of scien 
standing counsel of a frien judge. ee P oc 
picture—a little boy telling God that he stores all over the country this and medicine; art, history and religion 
can’t take sides when Mom and Pop fight, sign appeared. all written so simply and clearly that any 


because he loves em both—has served as 
an inspiration to countless estranged parents 
and has prevented the breaking up of homes 
é in many, many instances. 
ie From the article—‘‘Magic Picture Heal- 
ore oe ing Marital Wounds Again’’—which was 
published in the December 30, 1945 issue 
of The American Weekly and which created 
a tremendous public response. 


one can read and understand them. 


HE AMERICAN 
= \\EEKLY 


with 30 million M. P.* 


Imagine thirty million minds in motion—vitally interested in a refrigerator, 
an automobile, or a breakfast food, or any of the products or merchandise 
which refiect the high standard of living of the families in the United States. 


*Mind Power 


WAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N.Y. BRANCH OFFICES: 5 WINTHROP S2., BOSTON 19 » ARCADE BLDG., ST. LOUIS 1 » HEARST BLOG., CHICAGO G + 101 MARIETTA ST., ATLANTA 3 » HANNA BLDG.. CLEVELAND 15 + GENERAL MOTORS BLDG., DETROIT 2 + EDISON BLDG., LOS ANGELES 13 » HEARST BLDG., SiN FRANCISCO S| 
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Wholesale Business 
is $177,000,000; 
Retail $571,000,000 


New. York, March 14.—The deci- 
sion of National Cooperatives, Inc., 
the Cooperative Finance Association, 
both of Chicago, and the Cooperative 
League of the USA, New York, to 
coordinate functions (AA, Feb. 11), 
primarily through a common board 
of directors and a single executive, 
will in effect unite more than 1,750,- 
000 ‘‘cooperators” who are members 
of 25 regional cooperatives. This 
means that slightly more than one- 
half the members of consumers 
and purchasing cooperatives in the 
United States will be organized for 
wiited action. 

One significant impetus towards 
the unification move has been the 
continuing attack upon consumer 
cooperatives by the National Tax 
Equality Association, Wallace J. 
Campbell of the Cooperative League 
told ADVERTISING AcE. The NTEA is 
composed chiefly of small grain, 
feed, petroleum, hardware, and other 
business men competitive with co- 
ops. 

May Move Further 
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Power 


EN FRANCISCO 


Whether or not the merger of the 
three groups is the first step in a 
j\long-range program to unify the en- 
tire cooperative movement in the 
United States—-which embraces a 
half dozen or more large regional 
associations not affiliated with any 
of the three above mentioned—Mr. 
Campbell would not predict. As yet, 
he said, a good many questions such 
as when the reorganization will be 
completed, and whether there will 
be one organization instead of three, 
remain to be settled. Nevertheless, 
the co-op movement in this country 
has never been as unified as it is 
how. 

The Finance Association is an out- 
growth of the National Cooperative 
Finance Association, incorporated in 
April 1943, and not yet in active 
operation. It consists of eight region- 
il associations, all of which are 
members also of one or both the 


| ther two merged groups. 


They are the Central Cooperative 
Wholesale, Superior, Wis.; Central 
States Cooperatives, Chicago; Con- 
sSumers Cooperative Association, 
Kansas City, Mo.; Eastern Co-Op 
League and Wholesale, New York; 
Farm Bureau Cooperative Associa- 
tion and Farm Bureau Corporation, 
|both of Columbus, O.; Midland Co- 
operative Wholesale, Minneapolis; 
ind Pacific Supply Cooperative, 
Walla Walla, Wash. 


Acts as Clearing House 


The Finance Association will act 
48 a clearing house for the financial 
heeds of its members. Services will 
include (1) a continual analysis of 
the financial status and stability of 
its members; (2) a wholesale dis- 
‘counting loan service to members 
through central money markets, the 
hegotiation of warehouse and loan 
contracts against raw materials, 
te.; (83) furnishing for the patrons 


(Continued on Page 14) 


Merger Unifies More Than 
Half of Purchasing Co-ops 


Solvenfol Doubles 
Ad Budget to Push 
Sales of Cleaner 


Detroit, March 14. — Solventol 
Chemical Products, Inc., this spring 
is augmenting its annual dealer as- 
sistance advertising with a campaign 
described by C. A. Campbell, presi- 
dent and chairman, as the most ex- 
tensive promotion in the company’s 
history. 

American Home, Better Homes € 
Gardens, Good Housekeeping, Ladies’ 
Home Journal, Sunset and Woman’s 
Home Companion are carrying in- 
sertions in March, April and May. 
Expenditures in these publications, 
in special promotion material and 
in the business paper field will be 
more than double those of last year, 
in line with Solventol’s program to 
capitalize on the traditional spring 
housecleaning season. 

One feature of the over-all pro- 
gram consists of specialized display 
tie-ups. 

The general copy theme for con- 
sumer publications revolves around 
ecolloquialisms of which some typical 
examples are: “I’m so mad I could 
spit” (for not having used Solventol 
before) ; “I’m tickled pink’’ (because 
I discovered Solventol) ; and “Give 
me a good swift kick” (for using 
“ordinary” cleansers in the past). 
Two-color illustrations depict a 
housewife wearing an expression 
suitable to the copy. 

Trial-package coupons are a part 
of every ad. 

Campbell-Ewald Company is the 
agency. 


Private Label 


Cosmetic Firms 
Do 20% of Sales 


Washington, D. C., March 12.— 
Success in the cosmetic business is 
greatly simplified, the Department of 
Commerce reports, by “private label 
companies” that take production and 
packaging headaches off the hands of 
the small business man. 

Seldom mentioned, except in trade 
publication advertising, these private 
label firms account for about 20% 
of the national output of toilet 
preparations and cosmetics, wartime 
government agencies learned. 


Large Companies in Field 


In the field of cosmetics, denti- 
frices and soap private label firms 
serve many large nationally adver- 
tised firms as well as newcomers, 
Commerce says. One private label 
firm claims to be the largest manu- 
facturer of nail polish in bulk, an- 
other says it accounts for half the 
lipstick produced in the United 
States. 

Since they manufacture for sale 
in bulk, the private label firm saves 


(Continued on Page 10) 


SHE'S CONFUSED — The "new clean- 
ing principle" claimed for Solventol, 
new household cleaner made by Sol- 
ventol Chemical Products, Detroit, is 
described in this full-page ad sched- 
uled for May issues of Ladies’ Home 
Journal and Woman's Home Companion. 


Only 62 of 198 
Older Advertisers 


Have Laboratories 
Research Adviser Finds 


Product Improvement 
Facilities 'Rare' 

New York, March 14.—Whatever 
the worth of more than 400 brands, 
cited by the Brand Names Research 
Foundation at meetings in Chicago, 
Cincinnati, New York and Phila- 
delphia in the last few months as 
being 50 and more years old, more 
than two-thirds of the advertisers 
who own these brands maintain no 
faboratory facilities for their im- 
provement and the development of 
new products. 

Maurice Holland, New York, in- 
dustrial research adviser to various 
large organizations, has found that 
of the 198 companies represented by 
these older brands only 62 have re- 
search laboratories. Mr. Holland’s 
data was obtained from “Research 
Laboratories of the United States,” 
published by the National Research 
Council. 

The laboratories of only five of 
these 62 companies have been in ex- 
istence for more than 50 years, The 
oldest, established by Fairbanks, 
Morse & Co. in 1831, is concerned 
with internal combustion engines, 
electrical equipment, hydraulic ma- 
chinery and pumps, air conditioning 
and railroad equipment. 


Among the Oldest 


Steinway & Sons, Mr. Holland re- 
ported, in 1878 started a laboratory 
for testing piano tone, touch, design 
and general acoustics. In 1890, both 
Standard Oil Company of Indiana 
and J. B. Williams Company 
launched laboratories—concerned to- 
day, respectively, with refining proc- 
esses, motor fuels and lubricants, 
and petroleum specialties; and with 
oils, fats and soaps. Armour & Co. 
since 1893 has had facilities for de- 
veloping animal by-products, includ- 
ing soap and glue, and more recently 


(Continued on Page 10) 


Agencies Expand Profit- 
Sharing and Bonus Plans 


Survey Shows Most Agencies Now Operate 
_Extra-Compensation Plans for Employes 


By S. R. BERNSTEIN 


Chicago, March 14.—The advertis- 
ing agency business, always unstable 
from the standpoint of personnel, 
has taken long strides forward in 
recent years in an effort to provide 
added inducements which will cut 
down personnel turnover and keep 
employe morale high. 

Wage and salary regulations dur- 
ing the war years, which, in many 
cases tended to make it easier to get 
a new job at a higher salary than to 
secure an increase on an existing job, 
highlighted the problem of advertis- 
ing agency personnel turnover and 
induced agencies of all sizes to 
search out new methods of providing 
long-time security and stability for 
their workers. 

In an effort to find out how far 
this trend has gone, and to deter- 
mine what extra-compensation meth- 
ods have been employed, and their 
relative merits, ADVERTISING AGE 
queried a representative number of 
large and small agencies early this 
year. 


Asks Exchange of Experiences 


“A variety of programs—including 
employe profit-sharing plans, pension 
plans, bonuses and group insurance 
plans—has been developed in the 
agency field to reward employes in 
some manner in addition to their 
regular salaries, so as to stabilize 
employment and perhaps to base 
compensation partly at least on the 
agency’s profits picture,” ADVERTISING 
AcE said. “Since many agencies are 
still undecided as to the merits of 
these plans, and others are not sure 
which type of plan would be best for 
them, we would appreciate your tell- 
ing us whether or not you use any 
extra-compensation plan, how it 
works, and whether you would rec- 
ommend a similar plan to other 
agencies.” 

The 62 agencies replying to this 
query are located in every geographi- 
cal area in the United States and 
Canada, and represent all sizes, from 
the largest to small agencies employ- 
ing 10 or 15 persons. Only 11 of the 
62 reported having no extra-com- 
pensation plan in operation at pres- 
ent, ‘and included in this small group 
were two agencies which had insti- 
tuted and then abandoned such a 
plan. Bight of the remaining nine, 
however, said they were considering 
the establishment of some sort of 
plan, and welcomed the opportunity 
to participate in a discussion of 
various advantages and disadvan- 
tages. 


Bonus Most Favored Method 


Of the 51 agencies which reported 
having extra-compensation plans, 
many employed more than one of the 
common devices for awarding extra 
benefits to employes over and above 
their regular weekly or monthly sal- 
aries. As might be expected, bonus 
systems of various kinds were most 
popular, with 33 of the agencies re- 


porting them. Group insurance was 
in effect in 24 agencies, 16 reported 
profit-sharing plans .of one kind or 
another, 11 have pension plans, and . 
two reported other plans, one of 
which involved stock ownership for 
practically all agency employes. 

In many cases, bonus payments 
have been formalized to the extent 
that they really resemble basic sal- 
aries, since they follow a definite 
pattern based on length of service 
and compensation. In most, how- 
ever, they partake of a profit-sharing 
device inasmuch as a portion of the 
profits is put into a pot and dis- 
tributed among employes, with the 
amount of the bonus largely de- 
pendent on the earnings picture for 
a particular period. 


Turn to Profit Sharing 


‘In general, agencies seem to feel 
that some bonus plan, embracing a 
profit-sharing character, is most 
sound for a business in which profits 
are likely to fluctuate considerably. 
As one agency president reported 
succinctly : “We have a bonus plan, 
in which distribution is arbitrary; 
he who performs gets!” 

Aside from the difficulties of mak- 
ing equitable distribution of bonuses 
on an arbitrary basis, salary stabiliz- 
ation problems during the war years 
made such systems difficult to ad- 
minister, since in many cases they 
fesulted in the freezing of bonus 
payments at the same dollar level 
as had been paid to each individual 
in the preceding year. As a result, 
many agencies turned to profit-shar- 
ing arrangements, either in the form 
of trusts or pension funds, or in the 
form of formalized bonus plans un- 
der which a designated percentage 
of gross profits, before taxes, was 
set aside for bonuses, with payments 
from that fund to individual em- 
ployes being governed by a formula 
which permitted dollar payments to 
fluctuate with earnings. 


Some Not Satisfied 


Most agency executives who have 
inaugurated extra-compensation 
plans of one kind or another think 
that they work very well, and will- 
ingly recommend them, perhaps with 
refinements or variations, to others. 
But this attitude is not unanimous; 
one or two who have had such plans 
consider them a failure, and in at 
least one case a bonus plan has been 
discarded in favor of an equivalent 
raise in weekly pay, since this agency 
feels that the only thing most em- 
ployes consider is the weekly pay 
check. 

Almost unanimously, agency ex- 
ecutives, recognizing the unstable 
profit characteristics of the business, 
shy away from pension plans or 
other devices which commit the com- 
pany to fixed payments year after 
year; they are much more interested 
in plans which permit payments to 
follow the ups and downs of earn- 
ings, and that is why formalized 
bonus plans, plus employe profit- 
sharing plans (many of which have 
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a pension or retirement character) 
seem to be gaining in favor. 


Follows a Trend 


Considerable expansion of various 
types of extra-compensation plans in 
all types of businesses seems in- 
evitable. As one agency president 
who does not now have a plan but 
is considering one said: 

“The trend is very definitely in 
the direction of profit-sharing and 
similar plans, and I not only believe 
firmly in such plans, but it is my 
opinion that they will be generally 


adopted by business, including ad- 
vertising agencies, in the not far- 
distant future.” 

Most enlightening are the com- 
ments received from ageney princi- 
pals, and they are therefore quoted 
here at some length. A!though: only 
a few asked that their identities be 
not disclosed, they are all given 
anonymously here so that all per- 
tinent information may be presented 
without causing complications. 
Among those who have found weak- 
nesses or flaws in extra-compensa- 
tion plans the most interesting dis- 


cussions included the following: 


A smaller Eastern agency: 


Several years ago we started a bonus 
system which was really in essence 
profit-sharing. All employes were given a 
10% bonus at the end of the year if the 
company had had a successful year. This 
continued for several years. When war 
came we broke this down to a quarterly 
basis because we could not at that time 
see very far ahead. Accordingly, the first 
three quarters we paid a 10% bonus on 
the salary earned in that quarter. The 
last quarter was unusually successful so 
we declared a 20% bonus. The wage 
freeze came along then and we continued 
that for the duration. 

However, we found that most of the 


employes got to thinking of their salary 
in terms of their weekly pay rather than 
in terms of the over-all total. According- 
ly, we have abolished that system, add- 
ing about 1244% to the total pay of the 
various employes so that they now can 
think in terms of their weekly take. 


Department Heads Differ 


We have taken a somewhat different 
view of account executives and depart- 
ment heads. Here, again, we are plan- 
ning to abolish the bonus system but, in 
turn, we are planning to add a _profit- 
sharing arrangement that will, we hope, 
give these people an added incentive. We 
are still working on the details, but 
what it amounts to is that we will set 
aside a certain amount of the earnings of 


Through its Coal-For-Victory Award Plan in 1945 
and 1944, COAL AGE is in the unique position of 
knowing which individual mines made the greatest 
technological progress and gave the most to our 
war effort. More significant still, COAL AGE is 
now finding out in the field how these records were 


ANNOUNCES ITS GREATEST 
CONTRIBUTION TO 
COAL MINING PROGRESS 


made—exactly what methods were used, the vital 
parts that machines, equipment and supplies played 
in increasing output and efficiency. A precise, 
gtaphic, action-compelling digest of the modern 
practices proved by these most progressive mines 
will be given to the coal industry in May Coal Age. 


MINING EFFICIENCY NUMBER, MAY, 1946 


Practical— graphic—concise 


The need for modernization has never been felt as keenly 
throughout our country’s coal industry as now. Five reasons 
point up this need: 

* Operating costs have risen and are going still higher. 

¢ Demand for coal output will remain high. 

* Competition is becoming the toughest ever. 

* The best possible quality of coal is imperative. 

¢ Accident rates must be further reduced. 


142 mines won Coal-For-Victory awards for production, eff- 
ciency, or both. COAL AGE editors are travelling right now 
from one of these mines to another, making an exhaustive 
study of the methods, machines, equipment and supplies 
which they used. 


When this study has been completed, it will be digested 
and condensed into what we firmly believe will be the great- 
est concentration of coal mining know-how’? COAL AGE 
has ever published, the Mining Efficiency Number, in May. 


It will be in concise, easy-to-follow simple explanation, made 
still more effective by plentiful use of graphs, charts and 
illustrations, The operations covered will include all in which 
there are possibilities for cutting costs, for improving efh- 
ciency and promoting safety. 


The Mining Efficiency Number will be a book so crammed 
with facts, so full of usable working “know-how”’ that oper- 
ating men will keep and study it for years, will adopt many 
of the practical ideas for their properties. 


And adopting the ideas means adopting the machines, 
equipment and supplies that make them work—the prod- 
ucts and services you are selling to the coal industry. 


Closing dates 


$330 WEST 42nd STREET 
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Factual, helpful advertising 


The Mining Efficiency Number will be practical—a work- 
ing manual of practices which mine men will check against 
their own operations for years. 


Now as never before, we find coal operating men studying 
both the editorial and advertising sections to get specific 
information on equipment. 


There is a tremendous market ahead in the coal industry 

and the Mining Efficiency Number will give a vigorous push 

to modernization of mines and preparation plants, Alert 

manufacturers are designing their advertising to do a thor- 

ough and powerful selling job. Their advertisements will 

give COAL AGE readers: 

* Cost-reducing tonnage-increasing features of their 
products. 

* Case studies, showing actual performance data. 

¢ Graphs, curves, drawings, good illustrations. 

* Reasons why their products reduce cost and are easier to 

install, operate, maintain. 

Full information on engineering services offered. 

Lists of the winning mines which use their products. 


These manufacturers are making up informative, factual ad- 
vertisements that will supplement the editorial explanations 
of methods with exact data as to how their equipment makes 
those methods work best. 


Reserve now as much advertising space as it will take to 
tell your most effective sales story. This practical, ex- 
plicit guide will help the coal industry to better produc- 
tion, costs, quality and safety for years to come. 


Copy to be set April 5 « Complete plates April 15 
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WE Q 
the company which will then be divide 1> ae 
among the people mentioned above, It ® 
looks now as if we would set up some a 
system based on shares, the size of each > - 
man’s share being dependent upon: ; 

1. Number of accounts handled. 

2. Amount of work involved in han. 
dling of each account. 

3. Number of people necessary to con- 
tact to service each account. 

4. How well the account is handleg, 

5. Amount of assistance the individua| 
needs in handling his accounts. 

6. Amount of work done in addition to 
handling accounts. 

7. Amount of sales work done by the 
individual. S 

8. Number of accounts and volume of Ff > 
business he has obtained. "A 

9. Length of service with our agency, 


Caused Dissatisfaction 


A medium-size Middle West 
agency: 

We have had a bonus system in opera- 
tion for many years, but we have recently R 
found it has caused some dissatisfaction 
among employes who do similar work 
but received bonuses of varying amounts, 
As a result, we have just discontinued 
our bonus plan, but have in turn ad. 
justed the salaries of all ‘employes to 
compensate. Having spoken to each of our 
employes individually, I can tell you all 
of them are much happier and prefer to 
receive their additional compensation on 
their regular semi-monthly check. Pt 

In addition to having made the adjust- 
ment, we are also seriously considering a 
pension plan for all employes. As yet, we } 
have not worked out the complete details f 
and I would appreciate any information . W 
on this subject that you might have. % > 

At present we have company health Vm 
and accident insurance, as well as hospi- 7% 
tal insurance available to our employes, Re | 
with the company absorbing a portion of 
that insurance expense. At some future 
date, I hope to investigate the group life 
insurance plan and if advisable we may 
put such a plan in operation. 


P(\- 
Trust Failed to Work J 
A medium-size Middle West FZ, 
agency: ° > 
We set up a profit-sharing trust in ®& a 
1943 but discontinued it in 1944. C(x 
Our primary purpose in setting up this ’ 


‘ 
trust was to provide security for ourfyR-> , 
employes and as a result, an incentive 


for them to remain with us. We put the J - ¥ 
into effect with the express desire 
trust 7) p yp 
8 
. 
we 


/ & 
> 8) 
>). 


to benefit our personnel and to make their 

place with our organization as attractive }) 

as we could. We wanted to give them the 7 7\~— 
feeling of permanency and thus to induce 

loyalty to us in turn. 


The trust did not accomplish anything y 
for us along these lines, as when people * C 
decided to leave our employ, their con- 
tribution in the trust fund had no bear- 553) 
ing whatsoever. = 

I do not believe a profit-sharing trust 4 


has any value for an agency. It seems to ba a 
me that such plans are designed pri- 

marily for organizations with a large X 
number of employes of which the greater , 
percentage are in the lower income brack- 

ets doing routine work, where the oppor- * 

tunities for rapid advance are not great, 

and for whom some provision must be 

made for their future security. Mi 


High Salaries the Answer y ® 


An advertising agency has no mer- ( 
chandise to sell, as it sells service only, 
and the most important part of its serv- 
ice is developed by creative personnel 
who are in most cases highly paid and 
do not consider very seriously the matter 
of future security. Many of our em- 
ployes are young, for whom the future 


> P > Seog hy 


——— 


tween | 


seems a long way off. 
We have found that the best way of 
maintaining a staff of high caliber is to 
pay them as high a current salary as 
possible rather than set up something in 
a fund which they might get some years 
hence. 

Much the same line of thought is 
mirrored by the head of a middle- \pparent 
size Eastern agency, who says that 
in his opinion nothing will hold em- 0 
ployees beyond a pay check which ung At 
they consider satisfactory. Not only | — 
will extra-compensation plans of \ssociate: 
ordinary nature keep employes from 
moving, he says, but even stock par- ation dis 
ticipation plans fail to deter those 
who feel that other pastures are ilk d 
greener in one way or another. Cd pel 

Dissatisfied With Bonuses L 

The head of another medium-size | 
Middle West agency which has 2 \m P 
bonus system, a pension plan and erican 
group insurance, and which is sold 
on the general merits of such prac- 

' 
tices, confesses : Clearl 
Personally, I am not at all satisfied 
with the operation of our bonus plan and ther: thr 

am hopeful that we can this year work 
out something which will be more =, d 
tive. I do not know that my feeling 18 fs | 
shared generally around the office, but I ca Com. 
intend to find out. I shall be pleased if 
your study develops some ideas which we 
can put into productive use here. I am These ' 
a thorough believer in the principle of } 


the bonus, but I know of very few places 
where it seems to have worked out to dllars al 
general satisfaction. : d 


Others, who in general are sold 00 


(Continued on Page 4) ithe ma, 
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- wane » America have clearly defined brand preferences are the Stewart Brown & P saat hegs pipes? 0) abn walle enailptonss atageegy A 


America,” a study of mass-selling products in 26 large 


‘ot only classifications — bicycles to breakfast foods — based on 


ans of |\ssociates interviewers. Very calmly — scientifically — following U. S. Census popu- over 5,000 personal interviews, uninfluenced by parents, 
es from | a ru cal , : R ; : : in 41 urban areas coast to coast, prepared for the National 
es tion distribution, not the circulation of Comic Magazines — these interviewers Comics Group by Stewart Brown & Associates. 


res are 


er.  /ked person-to-person, and no parents present, with over 5,000 young Americans Ook ty seo ths oe Meu) 


es 


umsize (Ween the ages of eight and twenty, a true sample of the 30 million young 
| SAR ese: . THE NATIONAL COMICS GROUP 
an and § 8 p- Action Comics Batman Funny Stuff Sensation Comi-s 
is sold poop ner a Boy Commandos Green Lantern Star Spangled Comics 
| ac- ‘ ‘ merican Comics B Leading Comi S 
ph Pra*’| Clearly defined-brand preferences — that was one discovery. And here’s an- All Flash Comics Comic Cavalcade More Fun Comics Wonder Woman 
All Funny Comics Detective Comics Mutt and Jeff World’s Finest Comics 
satisfied ‘ . P All Star Comics Flash Comics Real Fact Comics 
plan and ther: three out of every four young Americans read Comic Magazines, prefer to Animal Antics Funny Folk Real Screen Comics 
effec- The National Comics Group is currently comprised of 26 
ling is fs : : tall . : : ‘ean : ! outstanding comic magazines which carry the Superman 
ne} kad Comic Magazines — in fact, call Comic Magazines their favorite reading matter! SF sccdial sap Salo dente. on Watiinetts ot daa eet 
ne comic reading. 
yhic . 
iat | Lhese young Americans — these Comic Magazine readers — spend millions of Represented Nationally By 
w places RICHARD A. FELDON & CO., INC. 
| out ® bllars a year and influence the spending of millions more. Reach them regularly | 205 E. 42nd St., New York City 
sold on 
) ithe magazines they like to read — the Comic Magazines. 
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Agencies Expand! Profit- 
Sharing and Bonus Plans 


(Continued from Page 2) 


the merits of extra-compensation 
plans, report a tremendous variety 
of such plans and equally varying 
degrees of enthusiasm for them. 
Among the comments received, the 
following indicate general thinking: 


A smaller Middle West agency: 


We have a bonus system and group 
insurance. 

Under the bonus system we have been 
using, each man handling an account 
gets a percentage on his billing. This has 
been paid quarterly. We have also had a 
quarterly bonus for other employes that 
varies with business conditions. In addi- 
tion, there is a Christmas bonus of one 


half month’s salary, 

Shortly we expect to broaden this 
bonus system to not only account men, 
but the copy and office staff as well. 

We have considered the idea of a. pen- 
sion plan, but since we have a young 
organization here it seems that the bonus 
idea was of more immediate concern in 
our case, 


We think the bonus plan has been 


successful. Our only feeling is that it has 
not gone far enough and should be 
broadened. 


35% of Profit Set Aside 


A medium-size Eastern agency: 


Ovr agency has an employee profit- | 


sharing and retirement plan, set up in 


1942. We also have a bonus system, under | 


which we pay two-and-a-half weeks’ 
salary with additional bonus for depart- 
ment heads and executives. 


Approved by Treasury 


Our  ovrofit-sharing and _ retirement 
plan, which has the full approval of the 
Treasury Department, provides for bene- 
fits to every employe who has been with 
the company one year or more. Contribu- 
tions to the fund are on a sliding scale 
basis. For example, up to the first $4,000 
of salary, 100% of the salary is con- 
sidered as a base of benefit; on the next 
$4,000 of salary, 50%, and on the next 
$4,000 and more, 25%. 

The Treasury permits us to contribute 
into the fund up to 15% of the eligible 
payroll. ‘ 

Our plan provides that we contribute 
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CAN’T TEAR HER AWAY FROM 


Seventeen 


—she has a one-track mind when her favorite magazine is around. And there 


are 850,000 others just like her—high school girls who can’t wait for each 


new issue... high school girls who sweep SEVENTEEN off the newsstands 


in a day and a half. They’ve been doing it eighteen months in a row! 
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to the fund 35% of the company’s net) 
profit at the end of the year, before| 
taxes, but after a dividend which is fixed | 
and stated in the approved plan. No 
additional dividend cam be paid untij 
after contribution to the fund has beep 
made. 


Length of Stay Important 


The fund is in the hands of a trust 
company, as trustee, and it is governed 
by a committee of three employes of the 
company. 

The interest of an employe does not 
become non-forfeitable until he has beep 
with the company five years or more. 
After that time he can retire or with. 
draw, and his interest in the fund is his, 
subject to the terms of the indenture, 

If he leaves before he has been here 
five years, his interest in the fund con. 
sists of 20% of the amount to his credit, 
for one year, 40% for two years, 60% 
for three years, 80% for four years, and 
the remainder which he does not receive, 
remains in the fund to the credit of aj) 
of the other beneficiaries. 

We are entirely satisfied with the set. 
up, and so is everybody connected with 
the organization. At the end of each year 
we have a company dinner, at which 
time every employe is handed an envelope 
telling him the amount deposited to his 
credit that year, and the total amount 
to his credit in the fund. We also an- 
nounce the total amount contributed to 
the fund that year, for the benefit of all 
employes. 

Since the contributions to the fund are 
dependent entirely upon the earnings of 
the company, it is to the definite interest 
of everybody in the organization to do 
their utmost to see that the company 
makes a profit. 


25% Covered 


A medium-size Middle West 
agency: 


We have a bonus arrangement based 
on more than ordinary routine contribu- 
tion to the volume profit of our business 
during the preceding year. Ordinarily 
this covers about 25% of our personnel, 
In essence this is a profit-sharing plan 
except that it is not on a fixed percentage 
basis. 

We do not have a pension plan. 

We have group insurance covering the 
personnel of our production department 
only. ‘ 

We use the Blue Cross hospitalization 
plan and find it works very well. In ex- 
ceptional cases we pay doctor bills of 
employes who have been in our employ 
continuously for a period of years. 


The Canadian Picture 


A large agency in Canada: 


We do not have an employe profit- 
sharing plan, but we do give the em- 
ployes, at Christmas time, a bonus, and 
this is based, more or less, on the profits 
of the past year. 

We do not have a bonus plan, nor a 
group insurance plan. The latter was 
offered to the employes some years ago, 
and they were not interested in it. 

We do, however, have medical services 
and hospitalization service, for which we 
pay half the costs—the employe paying 
the other half. We were of the opinion, 
when we instituted these plans, that if 
we paid for them entirely, the employes 
would not appreciate them, so we asked 
them to pay half the costs, which is a 
very small Amount, and which is deducted 
from their pay every two months. 


Goes Up to 50% 


A large Eastern agency: 


Our agency has a profit-sharing plan, 
put into effect in 1942. We also, for the 
past 12 years, have paid extra compensa- 
tion at the end of each year. The amounts 
are arbitrary and are based roughly on 
the importance and value of the indi- 
vidual to the business and the length of 
service. 

The profit-sharing plan, briefly, covers 
all employes with us six months or more. 
A maximum of 15% of the individual's 
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yearly compensation is paid into a trust 
fund each year if profits permit; other- 
wise, 50% of any profits, after taxes, is 
paid into the fund and apportioned in 
the same ratio as the 15% would be to 
each individual’s yearly income. 

The trust is for 10 years or age 65, 
whichever comes first, and is paid out in 
equal parts for the next 10 years. In case 
of death the full share is paid out in one 
payment. If a person leaves, his share is 
put into a “segregated” account for him 
and paid out in 10 equal payments start-, 
ing at the end of the 10 years or 65. 
In other words, it is treated as though 
the employe had been with us all the 
time. 

The plan has not been operating long 
enough to judge its efficacy. However, re 
gardless of its worth to the corporation, 
we do think it a good thing for the 
employes and if not fully appreciat 
now, it will be the day the trust starts 
paying out. 


Describes Profit-Sharing Plan 


A smaller Eastern agency: 


Our employe profit-sharing and benefit 
plan includes all persons now or here 
after in the regular employment of the 
company other than casual employes. It 
also includes officers. The plan provides 
for a contribution by the company at the 
end of each calendar year consisting 


: 40% of the company's profit before f¢ 
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eral income taxes but not exceeding 15% 


Participation by employes is, however, 
limited up to 15% of $4,500. In other 
words, any employe whose annual com- 
pensation exceeds $4,500 participates in 
the plan only with respect to the first 
$4,500 of his salary or total compensa- 
tion. 

Contributions on the part of the com- 
pany under the plan are turned over at 
the end of each year to a trustee, who 
has broad powers of administering the 
fund in conformity with the approved 
plan. While the trustee is authorized 
ynder the plan to make investments in 
common stocks, mortgages, real estate, 
etc., all investments to date have been 
made in U. S. government bonds only. 


How Participants Fare 


The plan itself is a rather lengthy 
and formal document. We can briefly say, 
however, that the interest of participants 
becomes fully vested and non-forfeitable 
at the end of five years. At the end of 
two years a 25% interest becomes fully 
yested and non-forfeitable ; at the end of 
three years 50%; at the end of four 
years 75% ; and at the end of five years 
100%. 

The plan permits retirement at age 60 
put such retirement is not compulsory. 

Employes’ share of the fund is to be 
paid immediately in the event of total 
incapacity or in the event of death to 
their named beneficiary. Provisions of the 
plan include a ‘‘spendthrift” clause for 
the protection of beneficiaries. In the 
event of retirement, funds are to be paid 
to the employe who retires in accordance 
with the special set of provisions ap- 
proved by the War Labor Board. 

In the event an employe résigns or 
otherwise leaves the company, his vested 
share of the fund is payable over a term 
of years in accordance with the provi- 
sions approved by the War Labor Board. 


Some Changes Planned 


Inasmuch as some of these provisions 
were insisted upon by the government in 
connection with salary stabilization dur- 
ing the war, it is our belief that later on 
it may be possible to work out a some- 
what simpler arrangement for earlier 
payment to employes who are separated 
from the company or who retire. 

On the whole the plan seems to have 
met with a very favorable response by 
our own personnel. It makes everyone in 
the organization feel that they have a 
little more stake in the success of the 
company and in helping the company 
make a profit. 

Accruals to individuals amounted to 
about 12% of their salaries in 1944 and 
15% of their salaries in 1945. 

While the plan was rather difficult to 
work out and some of the legal and tech- 
nical angles were a bit complicated, it is 
our feeling that the plan is decidedly 
worth while and we certainly recommend 
a similar plan to other agencies. 


Pays 40% of Profits 


A large Middle West agency: 

We have a profit-sharing plan and 
group insurance, and would decidedly 
recommend them to others. Our profit- 
sharing plan is in its fourth year, and 
we put into it 40% of our profits before 
taxes, up to 15% of participating payroll. 
No one may participate to the extent of 
more than a $15,000 annual salary base. 

Employes become eligible after a year 
with us, and have to participate for seven 
years before being entitled to 100% of 
the value of their accounts. Employes are 
entitled to 40% after the first year of 
participation, and 10% is added each 
year. The retirement age is 60, with an 
optional retirement age of 55. 


Made a Mistake 


A smaller Middle West agency: 

We have a bonus system set up on an 
individual basis before the war, which 
was a mistake. What we should have 
done was to have a bulk bonus setup of 
a certain percentage of profits to be 
divided by a system of points or length 
of service. . We are very much in 
favor of the bonus system. 
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A larger Western agency: 

We do not commit ourselves to any 
fixed basis for payment of bonuses. How- 
ever, we have for many years set aside a 
certain percentage of our profits to be 
distributed as bonuses, usually in ratio 
to respective merit, although sometimes 
it is on a straight percentage basis. 
Key members of our organization are 
invited to become stockholders, the 
amount each is invited to buy being in 
ratio to his salary bracket. The price of 
the stock is computed at time of pur- 
chase, based on a fair estimated book 
value, without any item of good will 
included. When an employe leaves for 
any reason, the company has the first 
option to reacquire the stock at the then 
book value. 


Some years ago we investigated the 
idea of the various insurance pension 
plans, but decided they had disadvan- 
tages outweighing their advantages. 

We carry group insurance on all em- 
ployes, ranging from $500 to a maximum 
of $6,000, of which we pay 50% of the 
premium. We also carry standard life 
insurance on principal executives, ap- 
proximately in ratio to stock ownership, 
so we can retire the stock of any chief 
executive at death without depleting our 
treasury when and if the heirs conform 
with their obligation to sell and the 
company exercises its option to buy. 


No Pension Plan 


A medium-size Hastern agency: 
We have always hoped that we might 


have some form of profit-sharing plan 
that was formalized. But the advertising 
agency business is very hazardous, its 
personnel changes quite frequently, and 
we have never been able to work out a 
plan that was fixed according to some 
formula. 

We have a bonus plan, but it is sub- 
ject entirely to discretion of the manage- 
ment. ... We are afraid that a pension 
plan costs too much and that it would be 
hazardous to institute it. 


Retires All Stock 
We have an insurance plan for officers 
and stockholders of the agency, which 
provides for the retirement of the stock 
of a deceased partner or stockholder. It 
also provides for continuance of a certain 
amount of compensation, for a brief time, 


to the heirs. Since this plan does not 
cover everybody in the agency, it is not 
deductible from income for tax purposes, 
and is therefore a direct charge and 
taxable. 

Our profit-sharing plan is really a 
bonus system, but it isn’t a system. We 
first find out what we have earned, we 
try to appraise the contribution of each 
individual and set his bonus accordingly. 
Everybody in the agency is taken into 
account and compensated along this lin». 


Uses Pension Plan 
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A large Eastern agency: 

Here in our shop we have a pension 
plan which has the following general 
features: It combines a life insurance 
policy, a separation pay feature and a 
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FINE COATED PAPER NEEDS NO OTHER NAME 


To achieve higher quality at lower costs, America has led the way in devising 

better methods for making almost everything. Such a development came when 

Consolidated “streamlined” the making of coated paper . . . resulting in a better 
product for less. Though higher in quality and lower in price, it remains fine coated 
paper and needs no other name. 


AT UNCOATED PAPER PRICES ea 


ae With their extremes in hi-lights and shadows and a myriad of tone gradations, = 
silver, china and glass are difficult to reproduce. The perfectly smooth, enamel ) 
surfaces of Consolidated Coated Papers have been perfected to reproduce such 
articles with all the beauty of the originals. 
That is why Consolidated Coated Papers are specified by leading advertisers for their Eh 
choicest printing . . . recommended by printers from coast to coast... and used by many of 
America’s most widely read national magazines, trade and technical journals. 


PRODUCTION GLOSS... MODERN GLOSS 


MAIN OFFICES 


if J es ‘ 
wisconsin Rapios. wiscasin O°" Medora Mills «214, Al im Wissonsin 


One of these Consolidated Grades (weights down to 45 lbs.) will meet almost every printing need. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


135 $0. LA SALLE ST, CHICAGO 


SALES OF FICES 
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retirement income feature. The employes 
begin to participate when their salaries 
are in excess of the Social Security maxi- 
mum, and there is a ceiling that keeps 
the maximum participation in the middle 
range of executive salaries 

The purpose of the plan is very simple. 
We believe that every person is worried 
abcut three things—how to safeguard 
the economic security of his dependents 
if he should die; how to have some sort 
of nest egg if he should change jobs; and 
how to provide an income for retirement. | 
This plan is designed to help solve all 
three problems. 


Profit-Sharing Plan Works 


A medium-size Middle West 
agency: 

Under our profit-sharing plan, the cor- 
poration contributes an amount to 
trust fund each year, under the plan 
approved by the Treasury Department. 
The amount contributed is credited to 
the accounts of the individuals on a unit 
basis. The number of units which the 
employe has is governed by the length of 
service and the salary received. 


the | 
|T am 


Our group insurance plan is handled 
with one of the well-knowh insurance 


companies and is similar to most other 
group insurance plans, After the employe 
has been with the firm for a short period, 
an insurance policy is given to him. All 
premiums are paid by the corporation. 
The amount of the policy is determined 
by his position with the firm. 


Include Hospital Plan 

Our bonus system is quite ordinary in 
that once each year the board of direetors 
votes upon a bonus to be paid to certain 
employes that year. The amount of the 
bonus and the employes to 
should be paid is based upon 
service and contribution to 
operation 

In addition to the three plans outlined, 
our employes participate in a plan for 


length of 
successful 


hospital care under a group arrangement. | 


firmly convinced that every 
ployer should arrange to make this plan 
available to his employes. 


whom it| 


| 


em- | 


Each of our plans are working very | 


well. I most certainly can 
our plans to other agencies who do not 


| have a satisfactory plan at present. 


recommend 


A medium-size Southern agency: 

We have a combined profit-sharing and 
bonus system. It is profit-sharing in that 
it is based on net profits and a bonus 
system in that it recognizes individual 
contributions, 

Our system is not governed by any 
particular rules as to a definite percent 
of profits which are set aside, nor 


age 


rules as to how individual participations | 


at. While one of our 
initiative in setting 
the final decisions 
partners of the 


arrived 
takes the 
up suggested figures, 
are all made by the 
agency group. 


are to be 


partners 


as a 


| for 


We have had this plan since the very | 


first years of the agency and if one is to 
judge by the spirit of our organization, 
the length of service of our employes and 
the contributions which they make “be 
yond the call of duty,” it has been emi 
nently successfui, 


Encourage Ownership 


A smaller Middle West agency: 
Our company tries to pay a satisfac 


| tory salary throughout the year. If the 


company makes money, we set aside a 


| employe 


large part of the profit and cut it up as 


}a melon to the employes. 
The bonus is paid out in relation to a! 


man’s contribution during the year, and 
it may be either large or small, depend- 
ing upon whether the man’s salary has 
been sufficient to cover his contribution 
to the organization during the period of 
the year. 

We have group insurance, which is paid 
100% by the company. 

In addition, we encourage stock owner- 
ship in the company on the part of key 
employes. No man can own stock in the 


company unless he is an active worker 
100% of the time. All stock is sold on 
exact book value. 


Suggests Employe Participation 


A smaller Eastern agency: 

Our agency has only a bonus system, 
but we have been giving thought to an 
profit-sharing plan, a pension 
insurance, 


plan, or group 


We have not been entirely sold on the | 


economic benefits of a pension or retire- 


ment plan as offered by various insurance | 


companies. In the case of older employes, 


that spins webs of 


are soft with 
Eunson’s 


eyes 


Dale 


fine 


_ alert. She’s vibrant. 
youth. And right now, within 
her sentimental mind, there lingers 
the tender refrain of a romantic tale 
by Dale Eunson ... a story she has 
just read in Cosmopolitan. 

Cosmopolitan’s pages are where 
you find the greatest emotional writ- 
ing of our age — great writing that 
makes great reading. Here's writing 
dreams — that 
creates moods of warm emotion. 

So now, Pepsodent, now that her 
the stardust of 

writing — it’s 
time once more for your advertise- 
ments! Make her dreams of roman- 
tic loveliness embrace the charm of 
a Pepsodent smile. Keep telling her 
about Irium and its aid to flashing 
beauty. And, while you're at it, im- 


Eunson has started her dreaming . . . 


She’s 


plant once more in her open recep- 
tive mind the idea that the Pepsodent 
Brush design is the Straight Line 
path to clean and attractive teeth! 

She’s just been carried away by the 
magic words of Faith Baldwin and 
Katharine Brush and Ursula Parrott 
and all the other famous authors in 
Cosmopolitan Magazine. 

Her emotions have taken over, 
Pepsodent. And emotion makes 
wars. Emotion makes marriages. 
Emotion makes SALES! 


* An advertiser in Cosmopolitan since 1918 


[osmopolitan 


GREAT WRITING MAKES GREAT READING 


Advertising Age, March 18, 
their benefits are extremely low ani ¢), 


firm is tied down for a set amount, ©, 
times or bad. Furthermore, these po) ¢j; 


are based on current earnings an 4, 
not allow for fluctuations for mer oy 
commission, which might work a } jp) 


ship for them due to a sudden lo 
account. 

Although we have not made up 
|}mind, this writer is inelined to fy, 
that a deposit from salary or commi 
plus a generous contribution by the ‘iry 
placed in a bank on a trusteeship }. sis 


may work out the best. On the oihe; 
| hand, it might be simpler to allocate cer 
tain portions of the profit and plag 


same in a bank under a trusteeship, 
| employe with the company for five years 
| or more would participate in this bud ge 
Should they leave before five years, ; 
money allocated would remain in th, 
pot for the other employes and would no; 
return to the firm. 

The superiority of the last two plans 
mentioned over any insurance compan, 
plan is due to the fact that such profit 
| sharing or pension allotments are based 
on profits or earnings, and not on a fixe) 
fee year after year, good times and ba 

As far as our existing bonus system jx 
concerned, it works fairly well but we q 
not feel that it benefits the employe with 
long service near as much as it does th 
come-and-go type of employe. 


Has Two Payrolls 


A larger Eastern agency: 
We have what amounts to an employ 
profit-sharing plan, to the extent that a 


of our people from the top executives 
down are paid on a combination salan 
and bonus plan. We have two payrolls 


the monthly and the semi-monthly. Th 
| bonus for those on the monthly payro! 


is largely determined by merit and th 
| individual's contribution to the agenc 
| For those on the semi-monthly payro 


seniority is the largest factor in deter 
| mining the bonus, 

| We have endeavored to keep all of ou 
salaries on a modest basis, thus providing 
}a good-sized cushion for times of fluctu 
ating volume, and likewise in many yea 
our bonuses have been very large. This 
method of compensation has been us 
for over 20 years, and has proved to 
important factor in holding ou 
people in the organization, 

In addition, we have a company pet 
}sion plan, amounting to 15% of 
employe’s base pay who has been with u 
more than three years. The _ pensior 
} money is paid into a trust fund, and i: 
turn the trust purchases the usual for? 
of annuity policy. 
been with us a total of 10 years, he ma 
leave and take his annuity policy wil 
him 

Also, we have group insurance whi 
applies to all people on the payroll, TI 
company pays the entire of the 
surance, but the employe may mak: 
payment of his own which 
for him and accident 


a most 


ever 


cost 


insuran 


sickness 
Has Long-Standing Plan 
BRastern 


has had a group insurar 
a pension plan sit 


1 larger agency: 

Our 

plan since 1936 and 
1940. 

Our group insurance 
|} employe, whose income is 
less, $1,000 insurance at 
pense. To employes earning  betwer 
$3,000 and $5,000 annually the deat 
benefit is $3,000 at a cost to the empleo 
of $1.50 per month. To those 
over $5,000, the insurance is $5,000 
to the employe of $3 per mont 

For each $1,000 worth of death bet 
fits, our plan also includes another $1,''' 


agency 


plan gives eve! 
$3,000 a ve 


or company ¢ 


a cost 


who have completed three months 
|! more of service are eligible. 
As to our pension plan, 
as follows: 
All 
tirement income, 


made available 


briefly it 


beginning at age 60 
through insurance 
tracts. The amount of the retiremet 
come is either 324%4% of the high 
salary an employe received from the 
of his employment through age 5 
$720 per year, whichever is highe 
the employe is insurable, the con 
carries with it $1,000 worth of lif 
surance for every $10 of monthly pensio! 


Rules of Eligibility 


Eligibility depends on age. An em 
under 30 must have five years of en 
ment; between 30 and 40, three ye: 
employment are required ; between 4! 
and 45 and over, one 
vested 


45, two years ; 


However, no employe has 

short of five vears of employment 

the company. After five years all \ 

| in the contract are vested in the en 

}and become his to do with as he p 

in the event of termination of en 

ment 

| The company pays the entire cos 
As to how the plan is working 
We know that during the scarci 

labor in the war years a number « 


key employes had offers of conside 
higher salaries than we were paying 
rejected them because of the values 


had built up in our pension plan an 


belief that the continuing building 
| those values was worth more thar 
increased immediate dollars availab 
them 

Also we know that the plan has 
tracted to us very valuable people 
rate of pay considerably less than \ 


would have been necessary if we had 
no such plan, Adding it all up, we be 


| (Continued on Page 8) 


After an employe has 


then includes 


earnine 


in case of accidental death, All employes 


regular employes are eligible. R 


Re 


t pe 
a _____ — ee 
ee 
| a 
} 
| TTT Po 
| eee _dM!IY+#+HJ—————— : 
EE LY La AM aR FET aE NT LT aa ea SES EA 
es : 
— le es | 
ae ty . 4 al <i Bees Ae Lg Abe " poe £2 Ee nee eee en wi be — 
be A : a . a r\ y a Be — —— aaa f ey '. eo bad » t i ; seh 
te . 3 écuaill . Jif : . * 
i : | 3 pS “ta —— “s PA nas pe = ; : se, 6 ; Go “ 
4 i \ : Rao Fd Pid, ey ie Me 4 
an a ) ; ‘ <= P ~ ar Ae, é gilli via 2 
i P+ aN _ ee m 4 
. i ee ss = a . ™~ ~~ 
_ oe * ~~ =, . Ye | 2 
oi iF r : a | a a ani J ; : . 
eee : 7 > | ie - ’ 
| — | _# 
*) & aS j ica . . 2 
: ~~ ' a L oi : 
DD 7 z= . de | 
a a ee . % 
. « | 7,” awe “ - ft 
ee 
, icked rf j Ih dent!" 
... YOU ve picked a pertect time to sell her, Pepsodent! | 
= w let 
he |e | 
— © [ats Si) A ! 
F . re “4 ~ - i 
Bert et - Tote. / : awd 
-_ ; ~ Prism, pay 
a id oe 
a a 
eo 


16 
anu ft} 
int J 
> PO! icies 
an do 
me Or 
a ri 
i lo 

UP our 
to Tee 
Nmissjog 
the rn 
ip basis 
he ¢ her 
cate er 
1d plac 
hip. The 
ive Vvrars 


s budget 
ars, any 

in the 
‘ould not 


VO plans 
company 
‘h profit 
re based 
Nn a fixe) 
and bad 
system js 
ut we d 
oye with 
does th 


employ 
that a 
cecutives 
n salary 
payrolls 
hly. The 
r payrol 
and the 
agenc) 
payrol 
in deter 


ll of ou 
providing 
if fluctu 
ny yea 


en Us 
ed to 
ding ou 


any pel 
of ever 
| with u 

pensior 
|, and ir 
al fort 


loye has 


, he ma 
icy will 


‘e whi 
roll, TI 
f the 
make 
includes 
isuran 


nsural 
lan sit 


es ever 
Oa ye 
pany ¢ 
betwer 
1e «deat 
emplo 
earning 
5.000 
r mont 
ith ber 
or $10 
employes 
mths 


STANDARD Rare 4 Da 
anna 7a 


Seg 


= SREP aati iat ie 


You CAN’T cover Seattle without THE TIMES 
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Strictly competitively — remember these provable facts: The 
Seattle Times covers Seattle like a blanket. No other news- 


wom © 


paper, or combination of other newspapers, can anywhere 


near equal such complete coverage! No schedule in the State 
of Washington can do a job without intensive coverage of 
Seattle — where nearly half of the state’s wealth is concen- ' 
trated. It is an advertising axiom — “The First Advertising 


Medium in Seattle is THE TIMEs.” 


Represented by: O'MARA & ORMSBEE, INC. + NEW YORK * CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO 
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Agencies Expand Profit- 


Sharing and Bonus Plans 


(Continued from page 6) 


been a 
least 


it to have 
investment, at 


Three Coordinated Steps 


A, medium-size Eastern agency: 

We have had, for some time, a plan of 
paying an end-of-the-year bonus to em 
ployes, depending on the operations of a 
calendar year and the amount available 
for distribution. 

In addition, we put into effect over a 
year ago a group life insurance plan 
under which all employes are entitled to 
life insurance up to a maximum of $5,000 
with all premiums paid by the company. 

As a third and final step in our own 
social security plan, we are putting into 
effect this year, a definite employes’ profit- 
sharing plan under which certain pay- 
ments will be made each year when ample 
profits are available to a trustee with 
distribution of the funds to the bene 
ficiaries commencing ten years hence. 


Best Over. All Plan 


We believe that the combination of 
these three features provides the 
form of additional social security which 
our particular organization can unde 
take. : 

The insurance creates an immediate 
estate. The profit-sharing plan will give 
each employe a definite share in the 
success of the whole company’s under- 
takings, and will provide an important 
supplement to federal Social Security 
payments. The bonus, not awarded on 
any definite percentage plan, provides an 
opportunity for rewarding those whose 
work has been especially effective during 
a given year. 


How 50% is Divided 


A smaller Middle West agency: 

We set aside 50% of our net profit, 
before taxes, for profit-sharing allocations 
among the staff, divided as follows: 
50% of the ear-marked profit-sharing 
money is divided among the income pro- 
ducers in direct ratio to the amount of 
income produced by each individual. The 
account executives who sell and service 
the accounts, comprise this group. (b) The 
other 50% of the profit-sharing money is 
divided among the various employes who 


very 
for us. 


best 


much worthwhile ; 


(a) | 


handle the detail work—production, art, | 


copy and clerical, 

Profit-sharing is handled on a _ semi- 
annual basis, paid on June 15 and Dec. 
15, covering the six month's period pre- 
ceding closing of books, at the end of the 
month preceding profit § distribution. 
Roughly, during the year 1945 this 
amounted to approximately 33% of the 


annual salaries for the non-income pro- 
ducing group, and approximately 10% 


of the income produced during the year 
by each of the account executives. 
Today, when we bring in a new ac- 
count, instead of being greeted with 
sighs and groans betokening dismay at 
prospects of increased work for every- 


one, the new account announcement is 
greeted with exclamations of, “Good, 
good, good!" Everybody pitches in and 


works a little harder, with a better team- 
work spirit, and each one profits accord- 
ingly. 


HOW TO REACH 
cat OF 
710,000 TEACHERS 


Official organs of 43 state educa- | 


tional associations, the 43 affiliated 
State Teachers Magazines have the 
confidence of teachers. 

They defend teacher rights... 
they keep teachers informed of 
new developments. 


If your story should be told to | 


teachers write State Teachers 
Magazines, 307 N. Michigan Ave., 
Chicago |. Coverage may be pur- 
chased in any combination of from 
one to 43 states. 


Georgia C. Rawson, Manage 
Reachir Most Mark. 


Influential 


State Teachers © 
ss (MAGAZINES 


An association of 43 state teachers magazines 


imerica s 


A large Eastern agency: 
We have practiced profit-sharing since | 


our start, more than 25 years ago. 
Our profit-sharing plan is a bonus} 


plan, to which partners are not eligible, | 
and under it we pay bonuses ranging 
from 7.7% of annual salary for employes | 
with us from one to two years, up to 


19.2% of annual salary for those with We have given full consideration to | 
us 25 years or more. During the first | various pension plans, developed by banks 
year of employment no bonus is paid. and insurance companies, but have found 

This bonus is paid in four instal-| none of them that seem to meet our 
ments; one week's salary each in March, | requirements. 


June and September, and the remaining | 


week or weeks in December. Wants All Stockholders 
Bonuses Up to 32% A larger Canadian agency: 
We also have a_ special bonus dis- | Our agency will always be owned by 


tributed to about 20% of our employes, 
under which bonuses have been running 
from 20% to 382% 
they are based on a 


| those actively engaged in the direction 
| of the business. A plan provides for the 
acquiring of ownership by the employes 


of salary, although 
percentage of earn-| of the agency as they advance within the 


ings arrived at by a formula of indi- |; company. It therefore means that every 
vidual appraisal. |} employe participates in the profits and 
In addition, we carry $2,000 group | is assured of his position in the compan: 


insurance coverage on our employes, | at present and in the future 


Advertising Age, March 18. Me 


A larger Middle West agenc; 


We have a Christmas bonus sys ‘ey 


employes profit-sharing plan, and ¢ oy, 
1p 
tha ad. 


insurance. We have never felt 
vertising agency operation is suffici 


stable to justify a pension plan. All ¢ \oc. 


St 


forms of extra compensation, we be 
are desirable provided the complet: oy 
pense is defrayed by the company. 


ployes because it is paid annually, y. hj) 
the profit-sharing plan is deferred. 


Group insurance, in our opinion, n ins 
less than either of the other two f rms 
until an actual death occurs. . . . B gas 
recom eng 


on our experience, I would 
| the adoption of any or all of these ex; 
| compensation plans to other agencie 


 « « Does Your Sales Message 


— Reach ALL Diesel Buyers 


INCREASING? 


DIESER 


» e e Are Your Diesel Sales 


DIESEL 


DIESEL | > 


DIESEL 


$ 


If your answer is ‘‘No!”’ to cither question, if the sales of your 


Diesel product or accessories are not keeping pace with the fast- 


moving, billion-dollar Diesel industry, check these Diesel-using and 


Diesel-specifying companies and individuals. See if your Diesel sales 


message reaches all the buyers. 


2 West 45th Stree 


t, New York 19, N_Y. 


The bonus is most appreciated by op. 


ra. 
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and ; received 


eNCY large Eastern agency: of each employe at 65. There is no for- | until the individual collects benefits from dividual’s social security pension, 

} SYStem, e have a bonus plan based on length feiture to the company of any part of the insurance company originally covered employes earning 

nd ¢ oup fe service and merit, the length of | the policy in event of death, retirement The insurance plan might be con-| $3,000 a year or more. 

that ay. & e feature varying from one-eighth | 0? dismissal. sidered by other agencies for it offers | widened to include all employes earning 

Iffici f . month’s salary for those in our em In addition, all employes are covered | protection to both the agency and its) $1,500 or more. It is a joint plan to 

All six months at the end of our fiscal| »Y sroup life insurance, in amounts| employes. The bonus plan will change! which the employes as well as the com- 

e bel oy. BF, to two months’ salary for those | ranging from $1,000 to $10,000. over to a profit-sharing plan as soon as/ pany contribute. Employes pay 2% of 

plete ex us 15 years or more. : s it can be worked out. their salaries in excess of $1,500. The 

‘A . | . gp IP ae = on adeitiena | Semi-Annual Bonuses Pension Plan 10 Years Old er igi! acannon trate averages | about | 
Y em. nt awarded to certain employes ; i of salaries in excess of $1,500. 

ly, wh | on extraordinary service rendered A smaller Southern agency: A larger Middle West agency: : ; 

red. e the preceding year. We have a semi-annual bonus system, To the best of our knowledge we were Retirement Income 

n, Moar . also have a pension plan, in which | based on percentage of salary, and also one of the first advertising agencies to Our purpose in asking for any con- 

WO fi rms mployes between 21 and 50 are| group insurance, covering accident and adopt a pension plan for employes. The | tribution from employes is that by doing | 

- « Bised e to participate after five years of | health, at no cost to employes. plan is now in its tenth year and we all | so the employe feels that he has a greater 

coOmn eng The company purchases, and The bonus plan is of course popular | like it. interest in the success of the plan. The 

se extra. complete premiums on individual | with employes, but the insurance cover- The plan was originally intended to/| pension provides for a yearly retirement 

‘neie nn: ties to provide one-third of salary |age is probably not appreciated in full provide a pension to supplement the in , 
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MEN 


Here are the major sources of DIESEL 


Sales . . . all are completely covered by only 
one publication, DIESEL PROGRESS: 


DIESEL PROGRESS is the one magazine reaching all the 
top-flight executives wherever Diesels are manufactured or used. These 
key men control the fastest-moving market in the heavy machinery 
field. They are now ordering and buying hundreds of Diesel engine 
products, accessories, and other items vitally needed in the manufacture 
and use of Diesels. 


You reach more buyers through DIESEL PROGRESS because its read- 
ers include more executives. The men with the power to buy are in- 
tensely interested in its factual, timely editorial articles and depend 
upon DIESEL PROGRESS for authoritative news of the entire in- 
dustry. Its proven readership is earned by a progressive editorial policy, 
devoted exclusively to the advancement of the Diesel Industry. 


Our 


aSt- 


and 


If you manufacture a Diesel product and want a bigger share in the 
mighty Diesel market, your best advertising buy is DIESEL 
PROGRESS. No other Diesel medium can equal its concentrated 
circulation and high readership. Plan ¢oday to increase your present 
sales through DIESEL PROGRESS. 


REX W. 


DESEL 


Air conditioning plants 
Bus and truck companies 
Consulting engineers 
Contractors—road and general 
Engine manufacturers 
Government officials 
Dairies 

Ice plants 

Industrial power users 
Irrigating projects 
Logging companies 
Mines 

Municipalities 

Naval architects 

Oil drilling contractors 
Quarries 

Railroads 

Ship operators 
Shipyards 

Tractor users 

Truck fleet operators 
Utility companies 


<<. 


Edited and Published by 
WADMAN 


Affiliated publications, under the management of Rex W. 

Wadman: Diesel Engine Catalog * World Petroleum* 

Petroleum World ® Petroleo Del Mundo * El Mundo 

Azucarero * Sugar * Sugar Reference Book® El Catalogo 
Azucarero 
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by the employe in excess of 
$1,500 per year for the entire period of 


Later this was/ his employment dating from the date he 


is enrolled in the plan. 

The plan matures when the employe 
reaches the age of 65, after which he or 
his designated beneficiary receives the 
pension earned for a period of 10 years 
or with continuation for employe's life, 
if he lives beyond the 10-year period. 

All payments are made to a trustee 
who purchases deferred annual premium 
refund annuity policies in an old line 
life insurance company, and holds the 
policies in trust. Each year on the anni- 


| versary date of the plan each employe is 


informed just how much value he has 


|income equal to 1% of the total salary | accumulated and the amount of insurance 
| which this value represents, 


25% Are Stockholders 


In addition to the pension plan our 
company also has a profit-sharing plan 


|in which we distribute to our employes 


| Employes 


each year a very substantial portion of 


our earnings before taxes. This is dis- 
tributed under a plan which takes into 
account the contribution each employe 


made towards the earning of the profits. 

It has been our policy to encourage 
employes to become stockholders in the 
company. At the present time nearly 
25% of our staff are stockholders. This 
represents employes in all ranks and is 
not limited to those in the top bracket. 
are permitted to purchase 
stock on an installment plan. 


During the war our company dupll- 


| cated the service pay of each man who 


| left 


the company to enter the armed 
services up to the point where the com- 
bined income equalled the salary the 
individual was receiving at the time of 
enlistment or induction. The company 


|} also maintained the individual’s pension 
| benefits, paying the contributions to the 
| fund while employes were in the service. 


We also 
insurance, 
insurance 


have the usual 
hospitalization, 
programs. 


group life 
and medical 


Plans Food Conference 
The San Francisco chapter of the 
American Association of Newspaper 
Representatives will hold a confer- 
ence of newspaper food editors at 
the St. Francis Hotel in San Fran- 
eisco April 29 to May 3, inclusive. 
Manufacturers in the home appliance 
and food fields will have charge of 
the conference sessions, which will 


|be attended by food editors of 11 
| Western states. 


‘Enters Perfume Field 


Windsor House, Los Angeles, 
maker of Kings Men toiletries, has 
entered the women’s perfume field 
with the new cologne, Calexico. 
Through Hillman-Shane-Breyer, Los 


Angeles agency, Calexico will be ad- 


vertised in several fashion maga- 
zines, beginning with a _ full-color 
page in the June issue of Harper's 
Bazaar. 
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Only 62 of 198 
Older Advertisers 
Have Laboratories - 


(Continued from Page 1) | 
has delved into endocrines, hormones | 
and enzymes. 

Armour today is listed as having! 
24 laboratories, as against 16 for'| 
Swift & Co. and six for Cudahy) 
2acking Company. Among other vet- 
eran food advertisers, Standard 
Brands is reported to have 11 labora- 


tories; Borden, 7; American Sugar 
Refining, 5; Best Foods, 3, and 


Campbell Soup and National Biscuit, 
2 each. The number of General 
Foods’ laboratories was not given. 


Soap and Drugs Active 


Colgate-Palmolive-Peet established 
a laboratory in 1897, more than two 


| Squibb began in 1907, followed by 
| Lehn & Fink, 1908, and then in order | 
| by 


Merck, Bristol-Myers, 
and Andrew Jergens. 


Pinaud, 


as 


Olin Shifts Personnel 


Green Retires 
William H. Dittmann has been ap- 


Although National Distillers owns | Pointed sales office manager of West- 


several brands introduced more than |¢™ Cartridge Company, Winchester | 


a century ago and Seagram-Distillers | Repeating Arms Company and Bond 


Corporation’s Seagram brand 


| 


goes | 


Electric Corporation, divisions of 


back about as far, these companies | Olin Industries, Inc., East Alton, Il, 


are reported as having started labo- 
ratories only in 1936 and 1937. 

About half of the 62 companies 
started their first laboratories within 
the last 20 years. A dozen, however, 
got them going between 1900 
1910: Borden, Campbell, Cudahy, 
Botany Worsted Mills, Hires root 
beer, Brunswick - Balke - Collender, 
Pullman, Spalding sporting 
International Silver, Squibb 
Lehn & Fink. 

National Association of Manufac- 
turers pointed out in a bulletin last 
August that “the first industrial re- 


goods, 
and 


| search laboratory was established by 


Dr. Willis R. Whitney at General 
Flectric in 1900.” National Research 
Council has found that, between 1920 


decades before the first of its rival, jand 1940, industrial research expendi- 


Procter & Gamble, in 1918. Among) 


tures increased from about $25,000,- | 


and | 


|/sueceeding Julian B. Green, who is 
retiring but will continue as advisor 
'to the sales department for a few 
j;more months. Mr. Dittmann has 
served with Olin for 12 years. 

Other appointments include John 
| F. Hack, assistant to Mr. Dittmann 
|in charge of Western Cartridge mat- 
ters; Wilton H. Andre, assistant in 
charge of Winchester matters (ex- 
cept electrical products, to be han- 
dled by George F. Rahing), and 
G. E. Frost, technical advisor to the 
sales department. 


Vick Acquires Sofskin 
Vick Chemical Company, New 

York, has acquired all the capital 

stock of the Sofskin Company, Find- 


lay. O.. manufacturer of Sofskin 
‘‘'reme. For the present, H. C. 


drug and toilet goods advertisers,| 000 to about $250,000,000 annualy.| Glessner will continue as president 


jand director of the Ohio company, 
| . . 
jand no changes in operations are 


contemplated in the immediate fu- 


ture. Wesley Associates, Inc., New 
| York, will continue to handle the 
Sofskin account. 


Buys Guggenhime 

Stockholders of Guggenhime & 
Co., processor of dried fruit, have 
approved an option granted Hunt 
Foods, Inc., Hayward, Cal., to buy 
the principal assets of Guggenhime 
for approximately $1,500,000, 


| 
| 


Flynn Rejoins KNX 

Henry Flynn, who was discharged 
from the Navy as a lieutenant com- 
mander after serving since Dec. 7, 
1941, has returned to Station KNX, 
Hollywood CBS affiliate, as a mem- 
ber of the national sales staff. 


Macklin Appoints 

Macklin Operated, Inc., new prop- 
erty Management company in Cleve- 
land, has named Keohl, Landis & 
Landan, Cleveland, to handle its 
advertising. 
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DIAMOND BOOK MA’ 


TCHES are the most misunder- 


stood of all media. This is proven by the mistaken attitude 


of many advertisers tow 


ard their use as a mass medium. 


To see for yourself how wrong these advertisers are on 


this one count, just look at these 5 simple facts. 


1. BOOK MATCHES are used extensively throughout the 


nation by persons in all occupations and income groups. 


2. The majority of the nation’s 49,000,000 men and 
women smokers are frequent users of BOOK MATCHES. 


3. The use of BOOK MATCHES is increasing. 
4. 32,000,000 people already use BOOK MATCHES 


in preference to any other kind. 
5. Diamond's nation wide distrib- 


uting facilities give controlled, 


DIAMOND BOOK MATCHES: 


“JS Minasend Malek 


flexible mass distribution—enal 


trate on selected areas or cover 


le advertisers to concen- 


all sections evenly. 


Advertisers seeking to build effective, balanced media 


structures can’t afford to over 


Diamond book match as an a 


look the potency of the 


lvertising medium. They 


are sought-after articles of intrinsic value. They provide 


an exclusive site for your advertising message and project 


this message to the masses at | 


proven results. There's a place f 


in your campaign, and a Diam« 
is ready with the kind of 


and error use. If you 


drop around to see 


toa 


310 SOUTH MICHIGAN AVE., CH 


advertising problem. 


—_——_— 


ow cost and with potent, 
or Diamond book matches 
md book match specialist 
‘facts that eliminate trial 


mail this coupon today 


to the Diamond Match Co., a specialist will 


you at your convenience. 


The pocket-sized answer... 


man-sized media problem. 


TO: DIAMOND MATCH COMPANY Deot. A-3 


ICAGO 4, ILL. 


1 would like to find out how Diamond Book Matches can help solve my 


Please call on me at o'clock, day » month 

Nome of my company 

Position 

Address . 
City Stote in 


Advertising Age, March 1s 


| FOR 'FRY DAY'—National Biscuit Co, 
suggests additional ways to serve sea 
foods during the Lenten season with 
this new display for Nabisco cracker 
meal. The red and blue display card 
fits a 10-0z. package of the product fo, 
grocery or meat counter use. 


Hotpoint Unit 
Formed to Train 
Home Planners 


| Chicago, March 13.—Hotpoint |; 
| stitute, “a home economies activit 
aimed at consumer edueation anf 
training in appliance for r 
tailers’ personnel,” has _ heey 
up by Edison General FElectri 
Appliance Company here. The insti 
tute will train store personne! t 
qualify as kitchen planners. It 
headed by Margaret Davidson, (i 
rector of home economics. 

Ward “R. Schafer, vice-preside 
in charge of sales, pointed out t 
the Hotpoint merchandising acti 
ties center around “all-electric pla 
ned kitchens and laundries,” 
that the kitchen “packages 
did not meet ready acceptance bet 
the war. Asserting that his com): 
has supported home economics 
tivity for 30 yvears, Mr. Schafer ¢ 

plained that the “home 
testing kitchen and store demonst 
tion has 
by modern appliance development 

Ile revealed that institute hi 
economists will later 
|} trained sales training specialists | 
district offices to hold 
for wholesale 
salesmen. Meanwhile, departme! 
and others providing how 
planning assistance for consume! 
will aided in forming kitche 
| Planning departments. 


| Private Label 
Cosmetic Firm: 
Do 20% of Sales 


} (Continued from Page 1) 


uses 
sales 


set 


and 


served 


econo! 


technique” been outg! 


accom] 


“use val 
courses and r¢ 


stores 


personnel, laboratory expense. #! 


| plant equipment, permitting th 
| 


Z 


ness man to concentrate 100% 0° 
| selling. 


Designers ‘On Call’ 


In addition to producing an. [es 


ing a product, they have li 
|package and design depart nent 
| which place expert draughtsme: au 


| . * » . " 
artists at the disposal of thei: cu 


tomers, 

A special advantage of 4d alll 
with private label firms, 
to L. A. Barber, writing in the 
issue of Domestic Commerce, 1 
from their familiarity with tl 
ulations of the Food and Dru. “ 
ministration and the FTC, 


lin 
ace ala 


Hammond Reelected 


A. (. Hammond, publisher, 
Willits, Cal. has been ree 
president of the Redwood E 


Newspaper Publishers Unit. Pa |‘ 
Jasper, publisher of the Be 
Humboldt, Cal., reelected 
retary. 
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The NORFOLK Market 
has what it takes... 


People with jobs 
People with money 
People who enjoy 


- 


...and these two 
modern newspapers 


NORFOLK VIRGINIAN-PILOT 


MORNING AND SUNDA 


_™ LEDGER- msTArtE 


EVENING EXCEPT SUND 
Published | NORFOL ; NEWSPAPERS, 


Two "Norfolk High School Centers @ 
caught at the peak of balance ™ 
from tip to toe as they try for the 
ball in a thrilling Championship 
game. 
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Dutch Agencies, 
Advertisers Set 
15% Commissions 


Amsterdam, March 4. Adver- 
tisers, agencies, newspapers and 
other media have reached an agree- 
ment on agency commissions here 
which is expected to become a part 
of government regulations to be set 
up for the Dutch advertising field. 

The agreement provides that rec- 
ognized agencies shall charge 15% 
in commissions, with the special pro- 
vision that a total commission of 
20% will be allowed where Dutch 


| All agencies must prepare to meet Advertising Agency, Chicago. Mr. | 
lnew standards of financial and surbaca will ve art director, and | 
“moral” security. When recognized, Mr. Bartonstein production ee 
each agency must bank a guarantee 


_to the new position of assistant sales | 


agencies, in conjunction with foreign | 


agencies, 
tisers whose products are produced 
outside Holland. 

Other provisions would make it 
mandatory that all advertisers and 


agencies adhere to published rates 
of newspapers and magazines, and 


that “advertising consultants” shall 
receive one-third of an agency’s com- 
mission for preparing a completed 
campaign placed through the agency. 


handle accounts for adver- | 


deposit of 5,000 guilders ($2,000). 

The Dutch government is prepar- 
ing laws to organize all trade and 
industry in “Vakgroepen” trade 
groups, one of which is expected to 
include the approximately 550 agen- 
cies, ad “consultants,” ete., and 550 
firms in the outdoor, art studio, pub- 
licity and ri fields. 


Mailman em Pal Blade 


Norton Mailman, formerly eastern 
regional sales manager of Evershi rp, | 
Inc., has been appointed assistant to 
the president of Pal Blade C were 
and affiliated companies in the I 
Canada, South America and E oe 
The companies make Pal and Per-| 
sonna razor blades and cutlery. 
st rennin are in New York. 


Wickwire Names Curry | 
Joe G. Curry has been appointed | io in ‘Spanish 
Operating on a 1350 ke. 


manager of the structural steel prod-| length, Station KCOR 


Advertising Age, March 1 194 
expansion and decentralizati.y ; 


an effort to please its highly yor, 


Loans to Veterans 
Hit $100,000,000; 


clients. 
Under General Bradley’s jay 
red tape will be minimized, le yjy 


decisions to 13 virtually auton 


branch offices. The staff, alreag 
upped from 65,000 to 95,000 yj 

Red ape a Beebe 
Highly publicized in recent ‘yee, 
Washington, C., Mareh 13.—|has been the fight to modernize th 
| With the Sia exception of the| VA medical department. Current 
| post-office and the Bureau of Inter-| VA operates 95 hospitals with |2.() 
nal Revenue, no government agency | beds. In building 77 additiona! ho 


| than 


wave | 


has estab- | 


a er 73 : - P 8 . : A | 
ucts division, Wickwire Spencer | lished studios in the Caleasieu build- 
Steel Division of Colorado Fuel &|ing, San Antonio, specializing in 


Iron Corporation, with headquarters | Spanish-language 
in Buffalo, N. Y. 


programs. R. A. 
Cortex is owner of the station, Other 
officers are Charles F. 
. ‘ lager; W. P. Smythe, commercial 
Two Join Edelstein | manager ; Marvin N. Broyles, 

George E. Burbach, Jr., formerly rector of mie gp RE Rasy programs, 
art director of Popular Photography, | assisted by S. L. Morris; Lalo Astol, 
and Henry Bartonstein, recently re- | direc ‘tor of prose: ams in Spanish, and | 
leased from the Army Signal Corps,| Carlos R. Valero, assistant to Mr. 
have joined the Edward Edelstein | Xstol. 


deals with more citizens these days 
the Veteran’s Administration, 
currently digesting the records of 
nearly 13,500,000 veterans of World 
War II. 

At the moment, VA is insuring 
11,500,000 clients. It has guaranteed 


pitals with 40,000 more beds, Gcne 
Bradley wants to select spots ¢o 
venient to veterans, and adjacent ¢ 
well equipped medical centers. 


Reforms are Extensive 


Behind this is the convenience 9 
But in addition, 


‘over $100,000,000 in business loans;|the veterans. it i 
| pays pensions to more than 1,000,000 | hoped that eareful administratiy 
men; pays unemployment compensa-| Will make it easy to Increase th 


Harris, man- | 


di- | 


staff of doctors from 2,100 to 3,80 
that locations convenient 


tion to another 1,000,000; has nearly 
100,000 in its hospitals and 170,000) and 


‘others in college or learning a trade! medical centers will make it possib| 


lat government expense. 


| ley 


to call on leading specialists whe 
A sluggish, bureaucratic outfit a) ever necessary. 

‘year.ago, under Gen, Omar S. Brad-| Under General Bradley, 

it has been undergoing a rapid | the traditions of the Army of Wor 


Some g 


NATIONAL ADVERTISING COMPANY REPORTS THE FACTS 
ON WHAT MAKES AN OUTDOOR DISPLAY SELL 


What increases readership of outdoor advertis- 
ing signs? Why does one highway display have 
greater selling power than another? 


To find the answer to questions such as these, 
an independent survey was made on major 
highways. We probed for the public's opinion 
on what factors make a sign outstanding 
more important . . 
The public's viewpoint was studied, analyzed. 
The results revealed facts that you can apply 
to your outdoor advertising signs to increase 
their selling power - 


These results have been highlighted in a re- 
port for your benefit. The report covers such 


subjects as: 


READERSHIP: 


Readership 


Pistinctwe 
OUTDOOR 
DISPLAYS 


not 


COPY AND LAYOUT: 


Does the public remember a 


and 


. what makes a sign SELL. CONDITION: 


deteriorates, its selling power 


rental of sign remains constant. 


LOCATION: 


-to increase your sales. 


Where should your signs be placed for highest 
readership? At an intersection? Left or right 
side of the road? These and other answers are 
given — as results of this independent survey. 


traffic 


count — is the sales 


Write Today for Your Free Copy 
“FACTS ON HOW TO MAKE YOUR 
OUTDOOR ADVERTISING SELL” 


| REPETITION — AT LOW COST j 


a | 


WESTMINSTER + MARYLAND 


value of your outdoor advertising. 
readership of the signs surveyed is reported. 


“pretty picture” 
instead of the product? The survey demon- 
strates the importance of obtaining high reader- 
ship and high product recognition. 


An interesting fact was revealed — good main- 
tenance leads to higher readership. As a sign 


NATIONAL ADVERTISING COMPANY 


War II have been incorporated int 

he Veteran’s Administration. To 
ilevel personnel has been complete! 
changed. Reforms extend to such ir 
| cidentals as the decision to set y 
|" ‘post exchanges” in hospitals, an 
eliminate venders frequent] 
overcharged. 


2.000.000 File Claims 


too 


Pensions alone are costing \Y 
lnearly half a billion a year noy 
| Within 10 years they will run tw 


| billion, General Bradley believes. 4 
| present over two million pensi 
claims have been filed. Although 0 
of four discharged servicemen seek 
a pension, the great majority 
rejected. 

One significant achievement of 
in recent weeks has been improv 
ment of its record in promoting co 
tinuation of insurance paymelt 
after discharge from service, On! 
one of five was retaining his \ 
tional Service Insurance Poiicy si 
months ago, when the Advertisin 
Council and the insurance compani 
joined with VA in an informatio 
program explaining benefits of co 
tinuing payments. Currently on 
three is keeping the policy in for 
VA reports, 


Pepperell Designs 
Store Fixtures 
to Aid Dealers 


Boston, March 14.—Pepperel! Mf 
Company has prepared a portfolio ¢ 
blueprints and plans on efficient 13} 
out of retailers’ sheet departn 
to help retailers increase their sal 
of Pepperell sheets and pillow case 

The portfolio contains four [el 
spective drawings of suggested she 
departments, with matching plvé 
prints of floor plans, plus detail 
blueprints of a standardized « 


Average 


+d 
en 


fixture, islands and back wal! (i 
| plays. Designed by Peter Copelat 
lessens — yet | store designer, the four arvang 
meats are patterned to accomn oil 
Pacey new sheet box (A: 


March 4) in a standard displ: \ 


jture. The fixture will display 2 
| store 260 boxes or 520 sheets of 4 
| sizes, 


“By focussing attention o) 1! 
|new Pepperell sheet box,” co: pan 
| officials emphasize, “an addi ion 
element of display is accomp ‘sh 


because these boxes are outsta iil 
displays in themselves.” The 
range sales view makes cleat 
say, that the majority of sal 
be made on the basis of high q 
nationally advertised mercha 
}and that a real selling job will 
|to be accomplished by the re 
to draw consumers into his sto 
Pepperell advertising, hand 
tjenton & Bowles, New York 
include full-color page ads in Li 
Home VUcCall’s and 
Story, and a page black-and 
|insertion in Life, in April. 
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» Hlvead#l \yany, N. Y., March 13.—More 
n000, wi two-thirds of the advertising 
iiiture of the New York State 
ent \\ceke  optment of Commerce last year 
= > tha... for space in daily newspapers, ls 
Ju eng. the department currently is 
rith 4, 99 dailies and 500 weekly 
Toni’ hog. cyapers, including foreign lan- 
IS, Gener; 


Spot: con 
djacent t 
ters. 

sive 

enience 9 
tion, it ; 
inistratiy 
‘rease th 
d to 3.80 
enient ¢ 
it possib] 
ists wher 


dvertising Age, March 18, 1946 


ew York State 
141 Drive Heavy 


yace publications. 

Nine 400-line insertions are sched- 
jed in dailies in 76 cities in New 
ork. and four 100-line announce- 
ents are to appear in more than 500 
eehlies. Harold Keller, director of 
ate publicity, pointed out that the 
mphasis on New York newspapers 
reflects an attitude within the State 
partment of Commerce on the ef- 
tiveness of New York State news- 


‘Bapers in selling their readers on the 


nportance of patronizing the busi- 
ess and recreational facilities in 
he leading industrial and_ travel 


|in the newspapers in the state is be- 
ginning to show definite results.” 
The advertising this year will be 


|}used to aid small business; promote 
summer travel; attract new indus- 
|tries, and build the winter resort 


| 
trade. 


Kenyon & Eckhardt is the agency. 


Miss Flemming to Ellis 

\» Margaret E. Flemming, formerly 
|in free lance work in sales promotion 
land publicity, has joined Ellis Adver- 
| tising Company as copy chief in the 
| Buffalo, N. Y., office. 


‘Albert Forms Film Firm 
Eddie Albert, film star recently 
| released from the Navy, has organ- 
|ized Albert Films to produce 16 mm. 
| educational and industrial films. 
| John Fletcher, former Washington, 
D. C. educator, has joined Mr. Albert 


in the company’s organization. Harry | 


J. Hutchens, long in the commercial 
film industry, will be sales manager. 
| A special department will be devoted 


| to commercial and industrial films. 


» Some Of ote in the country. Now in its sec-| Offices are at 5746 Sunset Blvd., Los 
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the business advertising Angeles 28. 


We have 


the answer 


to your questions 


ob ERIE Dennsytvania’s 


$91,000, 


OOO ramer 


The new DISPATCH-HERALD Research 


Department is in full 


swing. Designed as a 


help for national advertisers and their agen- 
cies, it becomes the authorized source of in- 
formation for any desired data, market facts 
or figures relating to this third most important 
market in Pennsylvania. Its value will depend 


upon your use. 


If you have a marketing or 


sales question about Erie, Pa., ask the Dispatch- 
Herald—the Dispatch-Herald ALONE is all you 
need. 


Population figures and 
standards of living 


Retail and wholesale 
trade volume 


Pertinent over-all facts 
on Erie trading area 


And volume of industry 
and payrolls 


—to name part 
of its contents 


RIE DISPATCH HERAL 


Represented Nationally by 


WARD GRIFFITH COMPANY, INC. 


NEW YORE 
DETROIT 


CHICAGO 
ATLANTA 


BOSTON 
SAN FRANCISCO 
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DELIVERS THE CREAM OF 
WISCONSIN MILK PRODUCERS 


GIVING 
YOU A 
CREAM-LINE 
THAT’S 
90%, 
DEEP 


+i 
* av? 


. 
> kt 
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A DAIRY PAPER FOR A DAIRY STATE 


Here’s the one farm paper that can sell the top 
90% of Wisconsin’s prosperous, progressive farm 
market without supporting help. Reaches 9 out of 
every 10 farm families in the state—gives you in a single 
medium within a single cover the concentrated, 
volume circulation that means volume sales. Win 
this richest of all dairy markets with its own state 
farm paper—Wisconsin Agriculturist and Farmer. 


Wisconsin is the number 
one state in the type of 
farming best suited to 
the conditions within its 
borders—dairying. Wis- 
consin’s present dairy 
cow population is over 
2,000,000. 


Pues. - 
WISCONSIN 
AGRICULTURIST & FARMER: 
_, RINE: is gonsH 


THE EASY 
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Merger Unifies 


More Than Half 
of Co-op Movement 


(Continued from Page 1) 


and cooperatives of the country the tion of U.S. 
issued | unions 


bonds or preferred stocks 


against the assets of its members; 
(4) handling of trust funds for in- 
vestors interested in the cooperative cooperative wholesales, affiliated 


| movement ; (5) organization of a 

central cooperative bank ;.(6) insur- 

jing that the debt structure of 

| operatives shall remain in constant 

|ratio with their current, properly 

| depreciated, intrinsic assets. 
The Finance Association 


countries will become members 
| cluding affiliates of the Credit Union 
| National Association, an 


embracing more 
| 3,000,000) members, 
The 20 regional associations, or 


hopes 
that every wholesale cooperative as- 
sociation in this and perhaps other 
in- 


organiza- 
and Canadian credit | 


with National Cooperatives, 
serves us a purchasing, manufactur- 
ing and merchandising agency, in- 
clude Alberta Cooperative Whole- 
sale, Edmonton ; Associated Coopera- 
tives, Oakland, Cal.; Central Coop- 
erative Wholesale; Central States 
Cooperatives; Consumers Coopera- 
tive Association; Consumers Coop- 
eratives Associated, Amarillo, Tex. ; 
Eastern Co-Op League and Whole- 
sale. 
Also Bureau 


Farm Cooperative 


than Association; Farm Bureau Services, 


Lansing, Mich.; Farmers Coopera- 
tive Exchange, Raleigh, N. C.; 
Varme>s Union Central Exchange, 


| Originators of many great programs, headlined by ‘“‘The Lone 
| Ranger”’ and “‘The Green Hornet’’, WXYZ is one of the few sta- 
tions that regularly originates and produces programs for national 
networks outside of New York, Chicago and Hollywood. Over 
300 radio stations throughout half the world regularly air 
| productions originating from the studios of WXYZ. 


| (Key Station of the Michigan Radio Network) 


| Affiliated with the American Broadcasting Company, Inc. 
| Owned and Operated by the 


KING-TRENDLE BROADCASTING CORPORATION | 


1700 Stroh Building : 


Detroit 26, Michigan 


| Represented by the Paul H. Raymer Co. | 


change, Omaha; Indiana Farm Bu- 
reau Co-Op Association, Indianapo- 
lis; Manitoba Cooperative Whole- 
sale, Winnipeg, Canada; Midland 


which St. Paul: Farmers Union State Ex- | 


Cooperative Wholesale; Pacific Sup- | 


ply Cooperative ; Pennsylvania Farm 
Bureau 


Harrisburg; Saskatchewan 


Cooperative Association, | 
Feder- | 


ated Cooperatives, Canada; United | 
Farmers Cooperative Company, To- | 


ronto; and Utah Cooperative As- 


sociation, Salt Lake City. 
Business Up One-Sixth 
These 20 regionals reported that 
their business for 1945 amounted to 
$177,966,775, an increase of 16.6% 
over the 1944 total of $152,523,298. 


Comparative figures for the years} 


1939 through 1943 follow: 


SP: kc aneiedis $ 48,338,000 
| RS er 58,800,000 
DE. sctanea car 83,000,000 
BE Neciecdeds 103,488,000 
Pees. Rts 0G Obes 124,389,000 
Only a part of the needs of the 
local retail co-ops which own and 


operate the regional associations are 
served by the regionals. Many items 
are purchased locally. Cooperatives 
produce themselves only about 10% 
of the goods they distribute, Mr. 
Campbell said. Statistics on retail 
volume of affiliated cooperatives 
were gathered for the first time this 
year, and showed a total volume of 
$571,306,317. The 20 wholesales 
serve 4,746 retail outlets. Member- 
ship in the affiliated consumer-pur- 
chasing cooperatives jumped from 
1,167,827 in 1944 to 1,336,714 in 1945, 
a gain of 14.5%. 

League is Educational Branch 

The League 
USA is the educational branch of 
the group. It includes 14 regionals, 
a dozen of which belong to National 
(o-ops or the Finance Association or 
both; -American Farmers Mutual 
Auto Insurance Company, St. Paul, 
Minn.: Farm Bureau Mutual Auto- 


Cooperative of the 


Advertising Age, March 1+ 194 


HOW ABOUT THIS INFLATION? 


| @ 


PRODUCTION PLEA—Lee Hat ( 

Danbury, Conn., took full-page space j 

the New York Times and the Washin 

ton Post to plead production as 4 

only way to prevent inflation. Willis 

H. Weintraub & Co., New York, is +h 
agency. 


mobile Insurance Co., Columbus, © 


and Industrial Arts Cooperatiy¢ 
Service, New York. 
The merger will not affect th 


status of four large associations 9 
consumer-purchasing regionals, man 
of which are members of 
associations. These are inter-regiony 
purchasing agencies, and do not com 
pete with National Co-ops on a na 
tional basis. 

One of these overall groups, f 
instance, is the National Farm Ma 
chinery Cooperative Association 
composed of 11 regionals in Cent 
U. S. 
members of National 
The International Cooperative Lum 
ber Association is composed of fou 
Canadian co-ops and seven member 
of National Co-ops, 


severa 


National Cooperative Refinery As 


sociation is composed of five cent 
U. S. regionals, all members of \ 


and Canada, all of which ar 
Cooperatives 
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Daily Circulation 


Unior and Tribune-Sun 
140,000 


Sunday Union 102,000 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago e Denver « Seattle 
Portiand e San Francisco e Los Angeles 


That's one 
reason why 
business is better 


in San Diego 


SM BUSINESS INDEXES 
City Index . . . 342.1 
City National . . 195.7 
Jan. (Est. in Millions $) 21.65 


.. and you can see from 
circulation figures that one 
“buy” does the advertising 
job. It’s saturation circula- 
tion, weekdays or Sundays. 
Get the market data you 
need now from our Nation: 
Representatives. 
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mil 
mn is United Cooperatives, Alli- | 


eo O., Which includes five Na-| 
mel Co-op members (Farmers 
wperative Exchange at Raleigh, 


,d he Ohio, Indiana, Pennsylvania, 
i Michigan Farm Bureau Coop- | 
atives) and two non-members: | 
4~yge League Federation, New | 
yh. and Southern States Cooper- | 
ives, Richmond, Va. 

T)e cooperative picture so far pre- 
nt |—of four inter-regional associ- | 
io) - and the Credit Union National | 
so (ation all outside the new Co- | 
) Lo wgue—National Co-Ops Finance | 
sociation unification—covers only | 
nsuimer purchasing and _ credit) 
yetions of cooperative activity. No | 
irketing cooperatives are involved. 
Four large groups of marketing 
h] purchasing regionals are estab- 


Hat C,gehed in the United States, of which | 
© space qe National Council of Farmer Co- 
Washingeratives at Washington, D. C, in- 
on as thdes 2,000,000 members, This 
. Willia ganization, primarily marketing, 
ork, is thal. 43 types of marketing organiza- 
ms in it, plus a group of purchas- 
abus, 9 WE CO-OPS. It functions purely as a 
operativg vishitive and educational arm for 
» members it serves. 
frect thay lhe National Rural Electric Co- 
ations gperative Association, St. Louis, 
ils, manag ct!@Ps in some activities the Na- 
severyyeeal Cooperatives. The American 
stitute of Cooperation, Philadel- | 


-regiona 
not com 


hia, acts in a purely educational | 


on a ype Public relations capacity. <A| 
urth organization, established in 
YUDS, fo ily 1944, is considered a temporary 
arm Ma ganization to fight the NTEA. Its 
ociation embers are mostly League and Na- 
Centraal Cooperatives groups, with 
hich arame National Council of Farmer 
era tives OPS units as well. 
ive Lum 
lof fou’? OF NORSE FAMILIES 
member OMPOSE CO-OP LEAGUE 
New York, March 14.—A total of 
nery AMM cooperatives with 220,000 mem- 


P centr 


bs representing nearly 30% of 


s of N 


Co-ops. The fourth. associa- | 


‘Dalton Opens Office 


families in Norway are members of , G & d 
the Norwegian Cooperative League, ar tner Ben er 


Andreas Juel of the League has re- 


ported to the Cooperative League of | Forms Art Bureau 


the USA here. During 1945, 112 new 
cooperatives with 10,800 members 
were admitted, he said. 

Although membership is now 40,- 


000 higher than in 1939, sales are 
only 50,000,000 crowns compared 


with 62,000,000 crowns in 1939. Ra- 
tioning and other restrictions ac- 
count for this, Mr. Juel explained. 
Increased prices indicate too, he 
added, that physical volume of sales 
is even lower than these figures 
would indicate. Total volume of local 


New York, March 18.—Gartner & 
Bender, 
cards, has set up an Arts Bureau, to 
be guided by a committee of leaders 
in the art world, to stimulate keener 
interest among art students in the 
greeting card ‘art form.” 

Through 
further research 
field of greeting card themes, sym- 
bols and designs, with the aim of 
developing further the usefulness of 


Inc., publisher of greeting 


the bureau it» hopes to 
into the “whole 


greeting cards as a means of mass 
social communication.” 

The bureau's program will include 
distribution to schools and fine arts 
tiasses of booklets, news material, 
statistical surveys and exhibitions. 
Brochures will “also be prepared to 
put before students in the field of 
illustrative arts factual data and in- 
formation which will make manifest 
the opportunities available in the 
field of greeting card design.” 

The advisory committee includes 
Arthur Hawkins, Jr., president, Art 
Directors Club, New York: IL. 
Moholy-Nagy, president, Institute of 


a pl hai " or 
15 


Design, Chicago: Thomas Munro, 
editor, Journal of Aesthetics & Art 
Criticism, and others. 


WTCN Gives Scholarships 


Station WTCN, Minneapolis-St. 
Paul, will sponsor a series of college 
scholarships, one each to be awarded 
annually through the Minnesota 
Radio Council to an outstanding 
Twin Cities high school graduate. 
The council has appointed a scholar- 
ship committee, headed by Helen 
Fish, former school teacher, to make 
the annual awards. 


cooperatives is estimated at about 
200,000,000 crowns. 

Besides cooperatives already men- 
tioned, there are 15 production co- 
operatives, two restaurants, and 
three insurance cooperatives. Plans 
are now under way to form a co- 
operative oil association which will 
work with the proposed Interna- 
tional Cooperative Petroleum Asso- 
ciation. 


Chesman Names Sullivan 

J. Manning Sullivan has been ap- 
pointed space buyer and accountant 
of the Nelson Chesman Company, 
Chattanooga agency. In the new 
assignment, he will handle various 


purchasing duties in connection with |{ 


national accounts. 


Buys Veneer Company 
Hamilton Veneer Company, a sub- 
sidiary of United States Plywood 
Corporation, New York, has_ pur- 
chased the Southeastern Veneer 
Company, Denmark, 8. C., operator 
of a hardwood veneer cutting plant. 
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Charles J. Dalton, consulting man- | 
agement engineer, has set up a sec-/|f 
ond New York office, at 57 William || 
St. 


—— 
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of its advertisers and with 


year 1945. 


FIRST IN 
AUTOMOTIVE 


TORONTO 


To the Advertising Trade :— 


PROGRESS REPORT 


FOR THE YEAR 1945 


By giving ptimary consideration to the best interests 


as to alternative insertion dates, The Evening Telegram, 
despite white paper restrictions, was pleased to be able 
to provide a complete advertising service during the 


FIRST IN AMERICA (Evening Papers) 
CLASSIFIED ADVERTISING 


FIRST IN AMERICA (Evening Papers) 
FINANCIAL ADVERTISING 


FIRST IN TORONTO 
GENERAL ADVERTISING 


(Media Records Inc.) 


Tue Eveninc TE_ecramM 


New York: DAN A. CARROLL 
Chicago: JOHN E, }UTZ 


their willing co-operation 


CANADA 
ADVERTISING 


CANADA 
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FRM ME LET SPERM AGM 


Rapid has just conducted a mail survey of mechanical super- 


intendents of newspapers in cities of 50,000 and over. 


Of the 81 who replied, 9 out of 10 said in effect: /f you want 


better printing, give us greater depth in whatever you furnish 


—electrotypes, mats, stereotypes or plastic plates. 


But that’s not all. These mechanical superintendents revealed 


... other troubles and recommended specific improvements 


... percentage of each kind of material now being received 


... What they would prefer to receive for reproduction. 


For a highlighted summary of this fact-finding survey, you 


are invited to write for a copy of The Rapid Way No. 12. 


: api Enecrrorype CO 


World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO « Parkway 3577; Teletype: Cl 496 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co. 
Vanderbilt 6-3286; Teletype: NY 1-13 
SAN FRANCISCO PLANT: 
Rapid Electrotype Co.; Douglas 8427 


DETROIT PLANT: 
Northern Electrotype Co. 
23 Madison 6780; Teletype: DE 91 


CHICAGO OFFICE: 
Rapid Electrotype Co.; Dearborn 2016 


PHILADELPHIA PLANT: 
Rapid Electrotype Co. 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype Co.; Walnut 8113 
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Pace AFTER PAGE, from cover to cover, Sunday 
Pictorial Review is a packed-and-jammed thor- 
oughfare of consistently intense reader interest. 
As the new Daniel Starch study attests, whether 
it’s Pictorialized News or Humor or Cartoons or 
News of Stage & Screen or a black-and-white or 
four-color ad—the same intensity of interest 
marches right on through every page. 


Think of it—every editorial feature attracting from 


SUM] 
P1Ié TORIA 


Represented nationally by HEARST ADVERTISING SERVICE 


REVIEW 


covering 5% million families in 10 major markets 
through the Sunday Issues of: 


New York Journal-American 
Baltimore American 
Pittsburgh Sun-Telegraph 
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¢ 
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62% to 91% of both men and women readers — 
every page ad stopping from 58% to 79%. 


That's the kind of sales-making readership your 
advertising gets when you make it part of the 
consistently irresistible content of P. R. — the sup- 
plement that was built from the beginning to win 
record reading — the supplement that record read- 
ership has built in a year and a half into one of 
America’s most potent media. 


Call Hearst Advertising Service today for the 
whole story of this revealing new study. 


Detroit Times Los Angeles Examiner 
Chicago Herald-American San Francisco Examiner 
*Milwaukee Sentinel Seattle Post-Intelligencer 
+Boston Advertiser 


(*Milwaukee Sentinel represented individually by Paul Block & Associates) 


+Starting April 7, 1946 
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